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INTRODUCTION

In today’s digital era, the luxury fashion industry faces unprecedented pressure to integrate emerging
technologies to maintain its competitive edge. Digital transformation has emerged as a strategic imperative.
So much so that brands are innovating and rethinking their interactions with consumers, supply chains, and
business ecosystems as a whole (Kraus et al., 2022; Nambisan et al., 2019). Among the various enablers of
this transformation, technologies such as digital platforms and ecosystems contribute to the creation of
collaborative networks that extend beyond traditional competitive boundaries, subtly reshaping established
business models (Autio et al., 2018; Jacobides et al., 2018). Furthermore, emerging technologies, such as
blockchain, present unique opportunities for luxury fashion brands, enhancing supply chain transparency,
combating counterfeits, and bolstering consumer trust (Amed et al., 2021).

This dissertation aims to understand the role that the adoption of emerging technologies plays in the luxury
fashion industry and how specific technologies (e.g., blockchain technology) influence consumers'
relationships and shopping experiences. Furthermore, it also looks at the sustainability aspect since the luxury
fashion industry has always been at the centre of controversies regarding its ties with the environment.

Through four interrelated studies, this research aims to offer insights into how digital transformation appears
to influence business models and consumer behaviour within the luxury fashion industry, thereby contributing
to a broader understanding of digital innovation in luxury and fashion contexts (Tapscott & Tapscott, 2017).

The first chapter maps the academic literature on the luxury fashion industry through a bibliometric analysis.
By examining 560 papers, it aims to identify the thematic evolution and key research trends within the field.
Through keyword co-occurrence mapping and thematic analysis, this chapter seeks to contextualise the
academic discourse surrounding the industry, including digital transformation, sustainability, and emerging
technologies. In this regard, it lays a foundation for the empirical studies that follow and identifies gaps for
future research.

The second chapter focuses on a single case study of a luxury fashion SME to analyse how the digital
transformation process influenced the company’s organisational structure, production process, and adoption

of emerging technologies. It aims to identify the factors that enable and/or hinder this transformation in an



SME. Hence, the second chapter places attention on a small reality in the industry being studied. A full paper
was presented at the Italian Chapter of the Association for Information Systems (ItAIS) in 2023.

The third chapter involves a text-mining analysis of sustainability reports from four luxury fashion brands,
identifying predominant standards and best practices. This chapter focuses on analysing sustainability
strategies within the industry, particularly examining their alignment with management control systems
(MCSs) to provide insight into how sustainability practices integrate with operational management.

In this context, the chapter highlights the pivotal role of management accounting in facilitating this
alignment. By employing tools such as performance measurement systems, sustainability accounting, and cost
management frameworks, management accounting provides the necessary infrastructure to monitor, evaluate,
and enhance the effectiveness of sustainability initiatives. Furthermore, it examines how management
accounting practices enable luxury fashion brands to translate sustainability goals into actionable strategies,
ensuring that environmental and social objectives are seamlessly integrated into everyday operational and
financial decision-making processes. A short paper was accepted for discussion at the XIII Workshop of The
Management Control Journal held at the SIDREA National Conference 2024.

In contrast to previous chapters, the final chapter shifts its focus toward consumers in the luxury fashion
industry. Specifically, it examines how fashion brands' adoption of blockchain technology influences consumer
behaviour. Drawing on survey data from 383 consumers, this study investigates how blockchain’s potential to
enhance transparency, authenticity, and trust impacts and shapes consumer perceptions.

Together, these studies aim to provide a multidimensional perspective on the evolving impact of digital
technologies in the luxury fashion sector, addressing both organisational dynamics and consumer interactions.
By exploring the integration of emerging technologies like blockchain and assessing their potential
implications for transparency, sustainability, and consumer trust, this dissertation seeks to contribute to the
understanding of digital innovation in luxury contexts.

Table 1 provides a detailed overview of the dissertation. While the four chapters adopt distinct theoretical
and methodological lenses — spanning academic discourse, organisational practices, and consumer behaviour
— they are unified by their exploration of digitalisation and sustainability in the luxury fashion industry. As
outlined in Table 1, this multi-level approach begins with a macro-level analysis in Chapter 1, which maps the

evolution of the academic discourse on luxury fashion, revealing a noticeable shift toward themes of



digitalisation (e.g., blockchain, Al) and sustainability (Choi, 2019; Zollo et al., 2020). At the meso-level,
Chapters 2 and 3 investigate how firms navigate these dual imperatives. Chapter 2 examines SME
responsiveness through Dyloan Bond Factory’s integration of Industry 4.0 technologies like 3D prototyping,
while Chapter 3 analyses luxury fashion holdings’ sustainability reporting and their underuse of emerging
technologies to align strategic disclosures with actionable metrics (Gazzola et al., 2024). Finally, Chapter 4
adopts a micro-level focus, analysing how the adoption of technologies, such as blockchain, reshapes
consumer trust, engagement and overall decision making, despite persistent gaps between sustainability values
and purchasing behavior (Carrington et al., 2014).

This stratified structure mirrors the interconnected dynamics of the luxury fashion industry. By synthesising
macro trends (e.g., regulatory frameworks like the EU CSRD), meso challenges (e.g., SME-conglomerate
contrasts in technological adoption), and micro complexities (e.g., the attitude-behaviour gap), the dissertation
constructs a multi-actor framework. This model, revisited in the conclusion section, tries to offer actionable
insights for firms balancing heritage with accountability and for consumers navigating ethical consumption.
Together, these layers provide a holistic understanding of how digital transformation redefines luxury fashion’s

competitive advantage, sustainability commitments, and consumer relationship.

Table 1. Dissertation chapter overview

Chapter Research aim and  Research Key References Literature Stream
focus Questions
Chapter 1: Uses bibliometric - How has the Kapferer & Luxury branding,
Mapping the analysis to identify  focus of luxury Bastien (2012); sustainability, and
Evolution of key themes, trends, fashion research Choi (2019); Zollo  digital innovation
Luxury Fashion and research gaps  evolved over time? et al. (2020); perspectives;
Research in luxury fashion - Which thematic Gurzki & bibliometric
literature from clusters dominate ~ Woisetschlager methods as a tool
1999 to 2024. the literature? (2017) to contextualise
academic debates.
Chapter 2: Explores how the - What enabling Bertola & Digital
Digital Dyloan Bond factors influence Teunissen (2018);  transformation,
Transformation in ~ Factory, as an the digital Cabigiosu (2020);  Industry 4.0, and
a Luxury SME SME in the luxury transformation of =~ Morakanyane et al. organisational
sector, adapts an SME in the (2017); Gong & change; focus on
through digital fashion industry? Ribiere (2021) SME innovation

transformation via
technologies such

- What barriers
characterize its
implementation?

and adaptation.




as 3D printing and

blockchain.
Chapter 3: Analyses - How do luxury Karaosman et al. Sustainability
Sustainability sustainability brands align (2015); Marchi &  accounting and
Reporting and reports via text sustainability Paolini (2020); CSR debates,
Control Systems mining to examine  strategies with Niinimaiki et al. management

how luxury brands
integrate
sustainability
strategies with
management
control systems
(MCSs).

MCSs?

- What role do
technologies play
in this integration?

(2020); Gazzola et
al. (2024)

control systems,
and the symbolic
versus substantive
dimensions of
sustainability
reporting.

Chapter 4:
Blockchain and
Consumer Trust

Investigates
consumer
responses to
blockchain-
enabled
transparency in
luxury fashion,
focusing on the
attitude-behavior
gap in ethical
consumption.

- How does
blockchain
adoption influence
consumer trust and
purchasing
behavior?

- How does it
affect perceptions
of sustainability?

Carrington et al.
(2014); Zhang &
Kim (2013);
Turunen et al.
(2020); Park et al.
(2018)

Ethical consumer
behavior and
digital trust;
perspectives from
consumer
decision-making,
technology
adoption, and the
tension between
ethical and
pragmatic
consumption.

Nonetheless, several limitations should be acknowledged, including the focus on a limited number of case
studies and survey participants, which may affect the broader applicability of the findings.

Despite these limitations, the research aspires to offer both theoretical and practical contributions. On a
theoretical level, it addresses specific gaps in the literature, particularly concerning the influence of blockchain
technology on consumer trust and sustainability practices in luxury fashion. These insights may serve as a
starting point for further research to explore these themes in diverse contexts. On a practical level, the findings
provide considerations for industry stakeholders as they explore ways to implement digital technologies to
improve supply chain transparency, foster consumer trust, and support sustainability goals.

Additionally, the research underscores the critical role of management accounting in operationalizing these
contributions. By leveraging tools such as sustainability accounting, cost analysis frameworks, and
performance measurement systems, management accounting facilitates the effective alignment of digital
transformation and sustainability strategies with organisational goals. This perspective highlights the potential
for management accounting to act as a bridge between strategic objectives and practical implementation,

4



offering industry stakeholders actionable insights for improving accountability, resource allocation, and
decision-making processes.

By addressing gaps in the literature, particularly regarding blockchain’s role in shaping consumer
perceptions and sustainability approaches, this dissertation contributes to ongoing academic discourse and
offers insights that may inform real-world practices. In doing so, it highlights some of the strategic and ethical

considerations that could guide future developments in the digital landscape of the luxury fashion industry.






CHAPTER I
Mapping the Evolution of Luxury Fashion Research: a Bibliometric Analysis to

Identify Trends and Thematic Clusters

Abstract. This research examines 560 papers from 1999 to 2024 through a bibliometric approach to identify
the development of ideas and key themes surrounding the discourse about the luxury fashion industry.

The Scopus database and tools such as Bibliometrix and VOSviewer were used to analyse trends and
connections between keywords. In addition to revealing publication and citation trends, a thematic map and a
co-occurrence network were created. In detail, six clusters emerged: (1) consumer-centric branding and
counterfeiting, (2) digital/social media engagement, (3) generational motivations, (4) brand loyalty, (5)
sustainability/CSR, and (6) technological innovation.

Research has evolved from traditional branding (1999-2010) to digital transformation (2010-2019) and
sustainability (2020 onward). Motor themes like brand loyalty coexist with emerging critiques (anti-
consumerism) and niche topics (e-service quality).

This study offers an overview of luxury fashion research, emphasising shifts toward digitalisation and ethics
while identifying understudied areas like blockchain integration and Generation Z’s redefinition of the concept
of luxury. Finally, luxury brands should balance heritage with digital flexibility and adaptability, prioritise
authentic sustainability over greenwashing practices, and address the differences in values across generations.

Keywords: luxury fashion industry, bibliometric analysis, digitalisation, sustainability

1. Introduction

The luxury fashion industry has long been synonymous with craftsmanship, exclusivity, and tradition. Rooted
in Veblen’s (1899) definition of conspicuous consumption—stating that luxury goods signal social status—
this sector has thrived on scarcity and aspirational branding since its beginning (Kapferer & Bastien, 2012).
Nevertheless, as the industry navigates today’s challenges, namely climate accountability, digital disruption,

and ethical consumerism, the academic discourse surrounding it has evolved dramatically.



This paper consists of a bibliometric analysis of 560 academic articles published between 1999 and 2024. It
aims to map the intellectual landscape of luxury fashion research to identify trends, thematic clusters, and
emerging patterns.

While the luxury industry’s environmental footprint is smaller in scale compared to fast fashion — responsible
for 8—-10% of global carbon emissions (Niinimiki et al., 2020) — it still relies on resource-intensive materials
(e.g., leather, exotic textiles) and energy-heavy artisanal practices (Achabou & Dekhili, 2013; Fletcher, 2014).
[even though, there is some effort made to find alternatives to these with more sustainable raw material and
practices]Recent research emphasises luxury’s potential to lead sustainability efforts leveraging circular
economy models (Bocken et al., 2016) and regenerative supply chains (McDonough & Braungart, 2002).
Although, critics argue that progress is hampered by greenwashing and tokenistic [pro forma, superficial,
symbolic, performative] eco-collections (Lyon & Montgomery, 2015).

Concomitantly, digital innovations such as Al-driven personalisation, NFTs, and blockchain are reshaping
luxury’s core principles (). The rise of phygital experiences, which blend physical and digital engagement, has
enabled brands to experiment with virtual fashion shows and metaverse storefronts (Guzzetti et al., 2024).
These advancements align with Hennigs et al.’s (2012) assertion that luxury must balance tradition with
technological relevance. However, scholars caution that digital innovations, particularly in social media
engagement, NFTs, and alternative ownership models like renting, can pose risks of brand dilution by reducing
psychological distance and exclusivity (Park et al., 2018; Vogel et al., 2018; Basile et al., 2024).

Consumer behaviour, which can be viewed as a cornerstone of luxury research, has also shifted. In fact,
early studies focused on status signalling (Vigneron & Johnson, 2004) and hedonic consumption (Hirschman
& Holbrook, 1982). More recent research highlights generational divides, with Millennials and Gen Z
demanding greater transparency, inclusivity, and digital engagement, particularly through social media and
sustainability initiatives, while older cohorts continue to prioritize heritage, craftsmanship, and exclusivity
(Turunen et al., 2020; Burnasheva, Suh, & Villalobos-Moron, 2019; Dobre et al., 2021). Growing consumer
awareness of ethical issues in fashion has driven resistance to traditional luxury consumption. Criticism of
labour exploitation, environmental harm, and corporate elitism fuels anti-consumption movements, pushing

brands toward greater transparency and sustainability (Yoon et al., 2020; Cavusoglu & Dakhli, 2016).



As fashion research continues to evolve, prior studies have extensively examined the rise of fast fashion and
its disruptive impact on the industry (Bhardwaj & Fairhurst, 2010). In contrast, research on luxury fashion has
focused on key aspects such as branding strategies (Choi, 2014; Ko et al., 2017), social media influence
(Creevey etal., 2021), and sustainability-related dimensions (Vanacker et al., 2022; Yang et al., 2017). Existing
bibliometric reviews have either taken a broad approach to luxury research, encompassing industries beyond
fashion—such as hospitality, automobiles, and fine art (Gurzki & Woisetschldger, 2017; Rathi et al., 2022)—
or have focused on specific aspects of luxury fashion, such as durability and sustainability (Vanacker et al.,
2022 Addressing this gap, this study aims to provide an analysis of the academic literature surrounding the
luxury fashion industry as a whole and to answer the following two research questions:

RQ1. How has the focus of luxury fashion research evolved from 1999 to 2024?

RQ2. Which thematic clusters dominate the literature?

The chapter's structure is as follows. The next section presents a brief overview of the existing literature on
the luxury fashion industry. Section 3 outlines the research methodology, which is divided into three
subsections: data collection, data refinement, and data analysis. The findings of the bibliometric study are
divided into two subsections: descriptive and co-word analyses. Section 4 concludes the chapter by
encapsulating the work, articulating findings, acknowledging limitations, and proposing recommendations for

further research.

2. Theoretical background

The concept of luxury has long been associated with wealth, social status, and symbolic consumption (Heine,
2010). Today, luxury fashion encompasses high-end apparel, accessories, and lifestyle products that serve both
functional and expressive purposes (Kapferer & Michaut-Denizeau, 2020). Limited production and limited
distribution enhance the perceived value of luxury products, which signify social status and distinction (Moore
et al., 2010; Kapferer, 2020). High-quality materials and thorough production procedures (i.e., craftsmanship)
boost brand prestige and authenticity, often promoting consumer attachment (Brun et al., 2008; Wu, 2015).
Furthermore, many luxury brands emphasize their historical legacy - brand heritage and brand identity - and

cultural significance, playing a crucial role in differentiation and consumer loyalty (Fionda & Moore, 2009).



Hence, the motivations for purchasing luxury fashion extend beyond functionality and encompass social and
psychological dimensions. Luxury fashion conveys not only social status but also self-expression and
emotional value, making it an important part of identity formation across different cultural contexts (Venkatesh
etal., 2010; Bruno & Barki, 2014). In addition, the interplay between counterfeits and authentic luxury goods
reflects consumer attitudes toward materialism and status, as well as the ethical considerations of purchasing
behaviour (Yoo & Lee, 2009).

Over time, luxury fashion has spread globally to emerging markets such as China and Brazil (Cabigiosu,
2020). Younger generations, such as millennials and Generation Z, and digital platforms have further reshaped
the industry and demand (Bruno & Barki, 2014). Considered in conflict, luxury and sustainability are
converging, with brands adopting ethical sourcing and responsible production (Kapferer & Michaut-Denizeau,
2020). The durability of luxury products aligns with sustainability, challenging the notion of inherent waste
(Bruno & Barki, 2014), mostly associated with fast fashion.

Counterfeiting remains a major challenge for this industry. Some consumers see replicas as access to
authentic luxury, while others see them as substitutes (Yoo & Lee, 2009). To protect exclusivity, brands employ
anti-counterfeiting technologies (Heine, 2010). For this reason, supply chain management plays a crucial role
in balancing exclusivity and efficiency. Flagship stores reinforce brand identity (Moore et al., 2010), while
omnichannel retailing integrates online and offline experiences (Cabigiosu, 2020). Sustainability is also
shaping supply chains through ethical labour practices and responsible sourcing (Kapferer & Michaut-
Denizeau, 2020).

The industry is evolving due to digital innovation, changing consumer preferences, and regulatory changes.
Artificial intelligence, blockchain, and augmented reality are revolutionising retail and authentication
(Cabigiosu, 2020). Personalisation and customisation are gaining traction, and there is a growing demand for
tailored products (Heine, 2010). In addition, regulatory pressures and consumer activism are pushing brands

to prioritise transparency and environmental responsibility (Kapferer & Michaut-Denizeau, 2020).

3. Methodology

Given the size of the dataset analysed, bibliometric analysis was chosen to answer the research questions. This

approach, which uses a set of methods to study or measure texts and information in large datasets, provides a
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systematic, transparent, and reproducible data review procedure based on statistical measurement. In this
research, the bibliometric approach was chosen primarily to identify research themes and trends over time,
thus focusing on the conceptual aspect of the analysis.

Academics commonly identify two primary methods for bibliometric analysis: performance analysis and
scientific mapping. These methods adhere to a research protocol or, as Zupic and Cater propose, follow a
standardised workflow.

A combination of the techniques described in the paper will be used to answer the research questions. Figure
1 illustrates the steps followed in the analysis stages: data collection, data refinement, standardisation and
homogenisation of collected keywords, data analysis and visualisation, and interpretation of results.

Thematic map
Keywords co-occurrence network
analysis and most used keywords

Database selection: Scopus as a source of data q )
Annual production and citation trend

Keywords selection: “luxury fashion industry™ ) .
Most productive countries and authors

and “luxury fashion brand*”

Filter the core document set: research field
(Business, Management and Accounting) and
language (English)

Keywords homogenization

Removal of duplicates, no author name,
no abstract, out of topic contributions

query
updated?

Data collection ) .. " : | inti Bibliometric
: Preliminary N 1o Dataset Descriptive :
(performing a —{ X refining analysis ‘ analysis
query)

data analysis
A o S A vy S . 7
' yes

| Dataset setting > Data refining >> Data analysis >

-

—

Figure 1. Research protocol (adapted from Za and Braccini, 2017)

3.1 Data collection
To conduct this analysis, the Scopus database was used, which is considered one of the most comprehensive
for interdisciplinary academic contributions and one of the most widely used in academic research.
Furthermore, the analysis was conducted using the R package Bibliometrix, Excel and VOSviewer. First, a
search of the Scopus database for the following research query was performed:
( TITLE-ABS-KEY ( "luxury" ) AND TITLE-ABS-KEY ( "fashion" OR "fashion industry" OR
"fashion brand*" ) ) AND PUBYEAR > 1991 AND PUBYEAR <2025 AND ( LIMIT-TO ( PUBSTAGE ,
"final" ) ) AND ( LIMIT-TO ( DOCTYPE , "ar" ) ) AND ( LIMIT-TO ( SUBJAREA , "BUSI" ) ) AND (

LIMIT-TO ( LANGUAGE , "English" ) )
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Where applicable, terms were searched in their singular and plural forms, with an asterisk in titles, abstracts,
and keywords. The search resulted in 759 articles published between 1991 and 2025. As shown in the research
query, the search was narrowed down, limiting the area to ‘Business, Management, and Accounting’ and

considering only contributions written in English and at the final stage of publication.

3.2 Data refinement and keyword standardisation
Prior to data processing, the dataset included 199 papers with missing authors, no abstract, and missing author
keywords. The final sample, which covers the period from 1999 to 2024, consists of 560 academic papers.

A further step, essential for the identification of the conceptual structure, is the homogenisation of the
authors' keywords, done within the R package Bibliometrix. In order to reduce bias, keywords that occurred
the most in the articles were preferred over those that occurred the least, while words with the same meaning
were grouped together and loaded as synonyms. Some examples of standardisation are given in Table 1. In
detail, spelling errors were eliminated, the singular form of terms was preferred to the plural form and vice

versa, and keywords were preferred in their British English version.

Table 1. Refined set of keywords

Original authors’ keywords Revised keywords
Al Artificial Intelligence
Artificial Intelligence

Blockchain Blockchain
Blockchain technology

Digitalization Digitalisation
Digitalisation

Consumer behaviour Consumer behaviour
Consumer behavior

Counterfeiting Counterfeiting
Counterfeits

Counterfeit

Customer experience Customer experience

Consumer experience

33 Data analysis and visualisation of results
Descriptive analysis. As shown by Figure 2, the academic interest in the luxury fashion industry began in
1999 and, over the last decade, has observed a steady and growing trend. The peak in publications in 2020 can

be attributed to the disruption caused by COVID-19 not only in manufacturing sectors but also in society, as
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well as technological advances such as specific technologies (blockchain, artificial intelligence, augmented

reality) and environmental issues and, consequently, sustainability as a whole.

Annual Scientific Production and Citations (1999-2024)

70

o
1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

== Articles Published

MeanTCperYear

Figure 2. Annual Scientific Production and Citations on the Luxury Fashion Industry

In contrast to the steady growth in publication volume, the average total number of citations per year shows a
more variable trend, characterised by peaks in 2012 and 2020 and periodic declines.
While the growing number of publications reflects a vibrant and active research community, the variability

in citation patterns suggests that not all contributions achieve a comparable level of influence.
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Figure 3. 10 Most Relevant Sources
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As Figure 3 shows, the Journal of Fashion Marketing and Management emerges as the leading publication,
with 72 papers underscoring its centrality in shaping the discourse within this field. It is closely followed by
the Journal of Global Fashion Marketing, with 67 articles, reflecting its focus on international aspects of
fashion marketing. Other journals, such as the Journal of Business Research (33 articles), the Journal of
Retailing and Consumer Services (29 articles), and the International Journal of Retail and Distribution
Management (28 articles), show substantial contributions to the field, offering interdisciplinary perspectives
and insights into aspects such as consumer behaviour, retail management, and business strategies.

In addition, the inclusion of journals such as Fashion, Style and Popular Culture and Asia Pacific Journal of
Marketing and Logistics (11 articles each) highlights the growing interest in niche topics such as cultural
influences on fashion and logistics considerations in the Asia Pacific region. Similarly, the Journal of Product
and Brand Management (10 articles) and the Journal of Brand Management (8 articles) emphasise the role of

branding strategies in the luxury fashion industry.

Table 2. 15 Most Cited Papers

. Number of
Article Citations
Kim, A. J., & Ko, E. (2012). Do social media marketing activities enhance 1.393

customer equity? An empirical study of luxury fashion brand. Journal of Business
Research, 65(10), 1480-1486. https://doi.org/10.1016/j.jbusres.2011.10.014
Chung, M., Ko, E., Joung, H., & Kim, S. J. (2020). Chatbot e-service and 532
customer satisfaction regarding luxury brands. Journal of Business Research, 117,
587-595. https://doi.org/10.1016/j.jbusres.2018.10.004

Choi, T.-M. (2019). Blockchain-technology-supported platforms for diamond 445
authentication and certification in luxury supply chains. Transportation Research
Part E: Logistics and Transportation Review, 128, 17-29.
https://doi.org/10.1016/j.tre.2019.05.011

Kim, A. J., & Ko, E. (2010). Impacts of luxury fashion brand’s social media 433
marketing on customer relationship and purchase intention. Journal of Global
Fashion Marketing, 1(3), 164-171.
https://doi.org/10.1080/20932685.2010.10593068

Kapferer, J.-N., & Bastien, V. (2009). The specificity of luxury management: 414
Turning marketing upside down. Journal of Brand Management, 16(5-6), 311-322.
https://doi.org/10.1057/bm.2008.51

Fionda, A. M., & Moore, C. M. (2009). The anatomy of the luxury fashion brand. 354
Journal of Brand Management, 16(5-6), 347-363.
https://doi.org/10.1057/bm.2008.45

Liu, F., Li, J., Mizerski, D., & Soh, H. (2012). Self-congruity, brand attitude, and 298
brand loyalty: A study on luxury brands. European Journal of Marketing, 46(7/8),
922-937. https://doi.org/10.1108/03090561211230098

Li, G, Li, G., & Kambele, Z. (2012). Luxury fashion brand consumers in China: 276
Perceived value, fashion lifestyle, and willingness to pay. Journal of Business
Research, 65(10), 1516-1522. https://doi.org/10.1016/j.jbusres.2011.10.019
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Zhang, B., & Kim, J.-H. (2013). Luxury fashion consumption in China: Factors 262
affecting attitude and purchase intent. Journal of Retailing and Consumer
Services, 20(1), 68-79. https://doi.org/10.1016/j.jretconser.2012.10.007
Cervellon, M.-C., Carey, L., & Harms, T. (2012). Something old, something used: 223
Determinants of women’s purchase of vintage fashion vs second-hand fashion.
International Journal of Retail and Distribution Management, 40(12), 956-974.
https://doi.org/10.1108/09590551211274946

Zollo, L., Filieri, R., Rialti, R., & Yoon, S. (2020). Unpacking the relationship 214
between social media marketing and brand equity: The mediating role of
consumers’ benefits and experience. Journal of Business Research, 117, 256-267.
https://doi.org/10.1016/j.jbusres.2020.05.001

Djelic, M.-L., & Ainamo, A. (1999). The coevolution of new organizational forms 203
in the fashion industry: A historical and comparative study of France, Italy, and
the United States. Organization Science, 10(5), 622-637.
https://doi.org/10.1287/orsc.10.5.622

Kapferer, J.-N. (2012). Abundant rarity: The key to luxury growth. Business 199
Horizons, 55(5), 453-462. https://doi.org/10.1016/j.bushor.2012.04.002
Park, H.-J., Rabolt, N. J., & Sook, K. J. (2008). Purchasing global luxury brands 185

among young Korean consumers. Journal of Fashion Marketing and Management,
12(2), 244-259. https://doi.org/10.1108/13612020810874917

Wiedmann, K.-P., & von Mettenheim, W. (2020). Attractiveness, trustworthiness 181
and expertise — Social influencers’ winning formula? Journal of Product and
Brand Management, 29(7), 927-939. https://doi.org/10.1108/JPBM-06-2019-2442

Table 2 presents the 15 most cited articles within the analysed dataset. The most cited article, Kim and Ko
(2012), with 1,393 citations, underscores the substantial impact of social media marketing on enhancing
customer equity for luxury fashion brands.

Other highly cited articles in this area include Kim and Ko (2010) (433 citations) and Zollo et al. (2020)
(214 citations), which further emphasise the importance of digital marketing strategies in driving consumer
engagement and brand equity. Wiedmann and von Mettenheim (2020) (181 citations) analyse the success
factors of social influencers in luxury marketing, such as trustworthiness and attractiveness, reflecting the
importance of influencer marketing in improving brand image and purchase intention.

In contrast, Choi (2019), with 445 citations, explores the role of blockchain technology in authenticating and
certifying diamonds in luxury supply chains, highlighting the increasing integration of technologies to ensure
transparency, authenticity, and ethical sourcing, which are critical to maintaining consumer trust.

In this regard, Liu et al. (2012) (298 citations) and Zhang and Kim (2013) (262 citations) delve into consumer
behaviour, focusing on brand loyalty, self-congruence and purchase intention. They highlight the psychological
and cultural factors that influence luxury consumption, particularly in emerging markets such as China. In
addition, Park et al. (2008) (185 citations) provide insights into the preferences of young Korean consumers,

emphasising the role of social recognition and materialism in driving their purchase decisions.
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Shifting the focus back to the luxury fashion industry, Kapferer and Bastien (2009) (414 citations) and
Fionda and Moore (2009) (354 citations) focus on the unique aspects of luxury brand management, examining
how exclusivity, storytelling, and craftsmanship differentiate luxury brands from mass market competitors.
Kapferer (2012) (199 citations) introduces the concept of “abundant rarity,” discussing how luxury brands
maintain their prestige while expanding globally, reflecting on the paradox of rarity and accessibility.

In contrast, Cervellon et al. (2012) (223 citations) highlight the growing interest in sustainable fashion
through vintage and second-hand consumption. This aligns with growing consumer demand for eco-friendly
and ethical luxury products. Finally, Djelic and Ainamo (1999) (203 citations) offer a historical and
comparative analysis of the co-evolution of organisational forms in the fashion industry, emphasising the

industry's adaptation strategies in response to environmental changes.
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Figure 4. Thematic Map - 8 clusters

The thematic map, shown in Figure 4, highlights the varying degrees of relevance (centrality) and development
(density) of different topics. These themes are categorised into four quadrants: motor themes, basic themes,

niche themes, and emerging or declining themes.
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Motor themes (high centrality and high density) such as brand loyalty, brand image and brand identity
represent well-developed and central areas in luxury fashion research.

The importance of brand loyalty reflects its role in sustaining long-term relationships between consumers
and brands. Studies such as Liu et al. (2012) focus on the psychological mechanisms underlying brand loyalty,
particularly in emerging markets such as China, where self-congruence and cultural factors play a significant
role. Furthermore, Kim and Ko (2010) highlight the impact of social media marketing on promoting brand
loyalty and improving consumer engagement with luxury brands.

The basic themes (high centrality and low density) include sustainability, consumer behaviour,
counterfeiting, and overconsumption.

Sustainability has emerged as a critical concern, with studies such as Cervellon et al. (2012) delving into
consumers' growing preference for eco-friendly practices, including the purchase of vintage and second-hand
luxury items. Similarly, Choi (2019) explores the role of blockchain in tackling counterfeiting and improving
transparency in luxury supply chains, offering a technological perspective to address this persistent problem.

Conspicuous consumption, often linked to the luxury fashion market, is linked to studies such as Zhang and
Kim's (2013), which analyse how social recognition and materialism influence purchase intentions. These
themes emphasise the complex interplay between consumer motivations and ethical considerations in shaping
luxury consumption.

Topics such as e-service quality represent highly specialised but less central research areas - niche themes
(low centrality and high density). These topics are well developed within their domain but lack broad
applicability to the luxury fashion discourse. For example, Chung et al. (2020) examine the role of chatbots in
improving customer satisfaction in luxury e-commerce, highlighting the importance of digital innovation in
improving service quality. The social media and brand equity cluster overlaps with Kim and Ko's (2012)
analysis of the impact of social media marketing on customer equity, highlighting its role as a transient but
vital area.

Themes such as brand hatred and anti-consumerism occupy the emerging or declining themes quadrant,
reflecting areas of low centrality and low density. These themes may represent nascent research areas or

declining interest in traditional narratives of luxury consumption. For example, anti-consumerism could be in

17



line with growing consumer criticism of unsustainable practices in the luxury sector, as highlighted in

Cervellon et al.'s (2012) exploration of sustainable alternatives.
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Figure 5. Authors' keywords co-occurrences - 38 keywords divided into 6 clusters

The co-occurrence of authors’ keywords network visualisation illustrates six key clusters, each representing a
focus area.

The first cluster comprises consumer-centric themes, such as brand love, brand management, branding,
conspicuous consumption, consumer behaviour, counterfeiting, culture, and marketing. This cluster
emphasises consumer-related factors and their influence on branding and marketing strategies. Central themes
like consumer behaviour and branding indicate their foundational role in understanding luxury consumption
patterns. Counterfeiting is also prominent, reflecting challenges in maintaining brand authenticity and the use
of technologies like blockchain to address this issue (Choi, 2019).

The cluster “digital and social media engagement” includes engagement, Facebook, Instagram, luxury
branding, social media, trust, and user-generated content as topics. This second cluster highlights the
developing role of digital platforms in shaping consumer engagement and brand trust. The importance of social
media platforms (Kim and Ko, 2012) like Instagram and Facebook is evident. Also, user-generated content

and consumer trust highlight the significance of authenticity and interactive branding in the digital era.
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The third cluster is characterised by the following themes: attitude, brand equity, millennials, “need for
uniqueness”, purchase intention, sharing economy, and social media marketing. This focuses on consumer
motivations and purchasing behaviours, including generational shifts with the presence of “millennials” as a
keyword. The sharing economy and the need for uniqueness illustrate how younger consumers redefine luxury
through values like sustainability and exclusivity (Zhang and Kim, 2013).

The fourth cluster consists of themes such as brand extension, brand image, brand loyalty, brand personality,
generation Y, and status consumption. This cluster explores the emotional and symbolic dimensions of luxury
branding, with themes like brand image and brand loyalty, which are central to maintaining long-term
consumer relationships. Emotional connections, as reflected in brand love and status consumption, are tied to
identity signalling.

The fifth cluster focuses on sustainability and ethical consumption with the following keywords: Corporate
Social Responsibility, fast fashion, luxury consumption, materialism, sustainability, and sustainable fashion. It
highlights the importance of sustainability and ethical consumption. CSR and sustainable fashion reflect the
industry’s response to consumer demand for eco-friendly practices.

The final cluster includes e-commerce, innovation, internationalisation, and supply chain management as
themes. It addresses the technological and global aspects of the luxury fashion industry. Keywords like e-
commerce and innovation reflect the growing role of digitalisation. At the same time, internationalisation
highlights the industry’s expansion into global markets. Finally, supply chain management is pivotal for

maintaining transparency and addressing ethical concerns (Choi, 2019).

4. Conclusion

This bibliometric analysis traces the evolution of the academic discourse on luxury fashion, systematically
exploring 560 academic papers published between 1999 and 2024. It analyses the evolution of research and
identifies key thematic clusters. The findings highlight how research in this field has adapted to address
contemporary challenges, including sustainability, digital transformation, and changing consumer behaviour.
Consumer behaviour emerges as a central pillar of the literature and intersects with themes such as branding,
counterfeiting, and conspicuous consumption. The studies analysed emphasise the influence that

psychological, cultural, and generational nuances have on luxury consumption. The integration of digital
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platforms, especially social media, has fundamentally changed the way luxury brands interact with consumers,
with studies emphasising the role of trust, engagement, and user-generated content in building brand equity.
Nevertheless, scholars also highlight the risks associated with digitalisation, such as brand dilution and reduced
exclusivity.

The increasing focus on issues such as sustainability and ethical practices reflects the industry's response to
growing consumer awareness and regulatory pressures. While luxury brands are leveraging their traditional
focus on craftsmanship and durability to align with sustainability, critics have highlighted challenges such as
greenwashing and the shallowness of some green initiatives.

In addition, the analysis highlights emerging areas of inquiry, such as anti-consumerism, the sharing
economy, and the need for uniqueness. These themes reflect the changing expectations of consumers,
particularly the younger generation. At the same time, they challenge traditional notions of luxury rooted in
materialism and exclusivity, signalling a shift toward more sustainable consumption.

In detail, the first research question — How has the focus of research on luxury fashion evolved? — reveals
an evolution of academic thinking in reference to this field, which can be divided into 3 periods. Indeed, early
studies (1999-2010) focused on core concepts such as branding strategies, status signalling, and counterfeiting
challenges, reflecting the traditional luxury emphasis on exclusivity and craftsmanship (Kapferer & Bastien,
2009; Fionda & Moore, 2009). In the subsequent period from 2010 to 2019, digital innovation emerges as a
critical theme, with social media marketing (Kim & Ko, 2012), artificial intelligence-driven personalisation,
and blockchain applications (Choi, 2019). These innovations have redefined consumer engagement and supply
chain transparency. Finally, from 2020 to the present, there has been a clear shift toward sustainability, circular
economy models, and ethical consumption, driven by new generations' demand for transparency and
accountability (Cervellon et al., 2012; Turunen et al., 2020). This shift may partly be attributed to the COVID-
19 pandemic, which has hastened research into digital transformation and resilience, highlighting the industry's
adaptation strategies.

In reference to the second research question — What thematic clusters dominate the literature? — the research
enabled the identification of 6 different clusters: (1) consumer-focused branding and counterfeiting, (2)
digital/social media engagement, (3) generational motivations and buying behaviour, (4) brand loyalty and

emotional connections, (5) sustainability and CSR, and (6) technological innovation and global supply chains.
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Motor themes such as brand loyalty and brand image highlight the enduring importance of emotional
connections with consumers, while sustainability and consumer behaviour emerge as basic themes. Niche
topics such as e-service quality and chatbots reflect specialised digital advancements while emerging topics
such as anti-consumerism and brand hate signal a growing critique of traditional luxury paradigms.

Hence, this study highlights the need for luxury fashion brands to balance heritage with digital
responsiveness, tradition with innovation, prioritise authentic sustainability over tokenism, and address

generational divides evident in values and consumption patterns.

4.1 Limitations and Future Research

The limitations of the study are mainly the use of the Scopus database and business-focused papers, neglecting
any interdisciplinary articles on the topic analysed. Future studies could expand the dataset to include other
databases and different types of publications, for example, conference proceedings. By mapping the
intellectual structure and thematic evolution of luxury fashion research, this study provides a basis for further
academic exploration and practical application. In fact, the findings show opportunities for future research to
bridge the gap between established and emerging topics. Emerging areas include the role of blockchain in
ethical sourcing, the redefinition of luxury by younger generations (i.e., millennials and Gen Z) through digital
platforms, and the psychological factors of anti-consumer movements. For example, exploring sustainability
and digital innovation integration could provide useful insights into aligning ethical narratives with advanced
consumer engagement strategies. Similarly, examining the interplay between anti-consumerism and luxury
branding could offer alternative perspectives on how brands might address the growing resistance to traditional
consumption patterns.

Furthermore, future research could further examine what facilitates or hinders digital transformation in the
luxury fashion industry, for example, to understand how emerging technologies interact with and influence
organisations at a micro and macro level. In this sense, other research avenues could involve exploring how
sustainability practices are integrated with management control systems or investigating how technologies
influence consumer perceptions and behaviours in luxury fashion. Finally, future research could track the real

impact of sustainability initiatives through longitudinal studies.
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CHAPTER 2

Sustainable digital transformation: a case study in the luxury fashion industry

Abstract. Industry 4.0, digital transformation and sustainability are increasingly shaping the manufacturing
sector. The objective of our study is to observe, through an explorative case study, how digital transformation
is influencing SMEs, operating in the context of the fashion industry.

The case study aims to identify, through semi-structured interviews and the analysis of secondary sources,
the enabling factors and barriers that have characterized the digital transformation of a manufacturing
company focused on research and technological innovation since its inception. For the case unit, digital
transformation seems to be a natural evolution of the company due to its intrinsic nature, oriented towards
research, innovation and development, open to change in order to remain competitive and meet market
demands. Future research is needed to examine the medium- and long-term implications and as yet little
explored innovation paths related to the implementation of the 14.0 model in SMEs, especially in the fashion
industry. From a managerial point of view, on the other hand, the study offers an example of how an SME
managed to carry out its own internal reorganisation of production processes, and which barriers it overcame
exploiting the knowledge and digital skills of its human resources combined with the experience gained over

the years in the sector.

Keywords: digital transformation, case study, luxury fashion industry

1. Introduction

Nowadays, digital technologies are driving an all-encompassing transformation, with a particular impact on
society. Interconnectedness, in fact, shapes everyday life, influencing various aspects such as work, leading to
changes in both its internal organisation and its interaction with the outside world (Cosenza, 2014). Perhaps
this change has also been influenced by the recent pandemic, which has shed light on environmental issues

and inspired global decisions to reduce environmental impact towards sustainable solutions.
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Industry 4.0 (Kagermann et al., 2011) and digital transformation (Westerman and Bonnet, 2015) have
initiated a process of business transformation that results in a change defined as 'radical' (Gong and Ribiere,
2021).

The phenomenon of digital transformation is complex. It sets in motion a multitude of dynamics within the
business ecosystem (Bertola and Teunissen, 2018), ranging from changing the mindset of people — both those
with decision-making power and those with executive and production power — to production, procurement,
and distribution processes. Furthermore, it induces continuous change due to evolving technologies which will
necessarily have to be adopted by the company in order to remain competitive and to create value for both
internal stakeholders (i.e., employees, managers, owners, etc.) and external stakeholders (i.e., customers,
partners, suppliers, etc.) (Gong and Ribiere, 2021).

Some large companies (Subramaniam et al., 2019) have long since embarked on a digital transformation
process, while SMEs have encountered obstacles (Rupeika-Apoga and Petrovska, 2022) in terms of
insufficient financial resources, digital skills of managers and employees, cybersecurity issues, lack of
specialists in the external labour market, and internal resistance to change. Meanwhile, others, more rooted in
tradition, are still hesitant because they have to completely transform themselves. An example of this is the
fashion industry. Clearly defined as a highly polluting industry, it needs not only to redefine production
processes. It is also forced to use materials with a lower environmental impact driven by the purchasing needs
of conscious consumers, mainly represented by Millennials and Generation Z (LY ST Insights, 2020). In fact,
the new generations seem to have a greater focus on sustainability (Salesforce, 2020).

The literature mentions the barriers that SMEs may face (Rupeika-Apoga and Petrovska, 2022). For the
luxury fashion industry, Cabigiosu (2020) notes that there are not many studies that help to understand how
SMEs in the fashion supply chain can still be competitive and the ways they should adopt to face digital
transformation.

Our study tries to make a contribution by analysing what has been implemented by a company in the sector,
the Dyloan Bond Factory, an SME strongly rooted in research, innovation, and technology. In doing so, an
attempt was made to understand the difficulties and obstacles encountered by the company in its evolutionary

process both internally and externally.
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Considering the variety of challenges faced by SME:s in the fashion sector, consequently, the study answers
the following research questions:

RQ1. What enablers factors influence the digital transformation of an SME in the fashion industry?

RQ2. What barriers characterize the implementation of the digital transformation of an SME in the fashion
industry?

The paper is organized as follows. Section 2 contains a brief overview of the current literature on Industry
4.0, digital transformation, and the luxury fashion industry. Section 3 outlines the research methodology
divided into two subsections, namely data collection, and the case study unit. Section 4 focuses on findings,
which are divided into digital transformation of production processes and adaptation of systems, and enablers
and barriers involved in digital transformation. Finally, Section 5 concerns the discussion and conclusions of

the study, also delineating limitations, and suggestions for future studies.

2. Theoretical background

2.1 Industry 4.0

The term 'Industrie 4.0' emerged in 2011 (Kagermann et al., 2011) during the annual Hannover Industrial Fair,
as a need to restore competitive production standards in the German manufacturing sector through
technological innovation. This concept rapidly garnered the attention of several academic studies, conferences,
and articles (Hermann et al., 2015), considering its novelty. As some scholars (Drath and Horch, 2014) note
and as Hermann et al. (2015) point out, for the first time, a priori revolution is on the horizon that also entails
great effects on the economic level. Industry 4.0 not only increases productivity but also creates benefits for
the development of business models, products, and services (Kagermann et al., 2013; Kagermann, 2014).

In 2015, Deloitte noted that the concept of Industry 4.0 is widely adopted in Europe, particularly in the
German manufacturing sector, from which it originates. Furthermore, it points out that "in the United States
and, in general, in the Anglo-Saxon world, terms such as Internet of Things or Industrial Internet are also used"
(Deloitte, 2015) and that in each case, "it refers to a further stage of development in the organisation and

management of the value chain" (Deloitte, 2015).
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Industry 4.0 is a new level of organisation and control of the entire product lifecycle value chain, which
adapts to the increasingly personalized demands of consumers (Gilchrist, 2016) and implies the innovation
processes due to digital transformation.

The concept of Industry 4.0 is not limited to 'smart manufacturing’ but puts the factory at the centre and
imagines its transformation through digitalisation. To think of a smart factory, where advanced robotic
automation is controlled by a set of technologies, is simplistic (Gilchrist, 2016). The connection between
machines and humans has many other implications. The smart factory is just one node in a complex networked
ecosystem (Bertola and Teunissen, 2018). Therefore, Industry 4.0 and the implementation of its technologies
require the revisitation of the entire business ecosystem with the creation of a new architecture of the same,
characterized by vertical hierarchy and horizontal network (Kagermann et al., 2013). These enable the
collection and exchange of data and information between any level of the organisation and along the value
chain and, consequently, make possible a 'complete transparency' of the product-service life cycle (Bertola and

Teunissen, 2018; Schwab, 2017).

2.2 Digital transformation

In academic studies, the term has no clear definition (Morakanyane et al., 2017) and, according to Gong and
Ribiere (2021), since there is no explicit definition, it is necessary to conceptually distinguish similar terms.

The term Digital Transformation (DT) was first mentioned by Patel and McCarthy (2000). DT has had
multiple interpretations, and many academics consider it as a slight change enabled by technology (Chanias,
2017), while for others, it is a more radical and evolutionary process that occurs over time (Janowki, 2015;
Loebbecke and Picot, 2015).

Thus, in 2017, Morakanyane et al. (2017) felt the need to give an unambiguous definition of digital
transformation through a systematic literature review. As a result, Morakanyane et al. (2017) define DT as “an
evolutionary process that leverages digital capabilities and technologies to enable business models, operational
processes and customer experiences to create value”. This definition is expanded upon by Gong and Ribiere
(2021), who state that digital transformation is “a fundamental change process, enabled by the innovative use
of digital technologies accompanied by the strategic leverage of key resources and capabilities, aiming to

radically improve an entity and redefine its value proposition for its stakeholders.” (2021).
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Digital transformation implies a radical change due to new digital technologies that involves not only the
innovation of production processes but also a consequent transformation of resource strategies and key
capabilities, such as digital knowledge and the innovative skills of human resources working in the company.
Internal staff knows how the company works and understands what organisational and production changes
may be necessary for its digitalisation (Furr et al., 2019). CEOs, general managers, and managing directors
themselves are called upon to reorganize the company, ensuring the flexibility and openness required to
respond effectively to the needs of innovation (Casalino et al., 2012).

Within the company, thus, it is necessary to acquire digital skills at all levels by leveraging pre-existing
personnel or external teams that accompany the management staff in the choice of digital processes appropriate
to the company's objectives in order to meet the expectations of stakeholders and customers. But another step
must be taken for the people who actually work on the production processes, for whom the continuous updating
of pre-existing human capital and the hiring of qualified personnel is opted for, since only the 'augmented’

worker is able to combine his or her skills with digital technologies (Bertola and Teunissen, 2018).

2.3 Fashion industry

The fashion system fits into this picture, as the fashion industry's transition to 'smart factory' models is
important as it can produce significant impacts in relation to more sustainable and efficient production methods
(Bertola and Teunissen, 2018).

Listed as one of the most polluting industries (Amed et al., 2023), at the center of animal rights battles
against the use of fur (Jana, 2020) or challenged for labour exploitation (Hoskins, 2015), the fashion industry
is reconfiguring itself according to the pressing needs of the planet and thus aims to be ethical, digital and
sustainable, attentive to the changing needs of consumers (Gong and Ribiere, 2021). Therefore, the fashion
industry, in its components, Luxury Fashion and Fast Fashion, has a double challenge to complete. The first is
digital transformation in relation to the interconnection and automation of production processes, as well as
staff and management skills and products/services, and the second, no less important, related to the first, is
sustainability (Bertola and Teunissen, 2018).

Moreover, the fashion industry is a complex system consisting of a variety of companies ranging from fibre

and yarn producers to the production of parts (semi-finished) or finished garments, upstream and downstream
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supply chains (Magni and No¢, 2017). The fashion system thus includes companies with brands that produce
their own collections and subcontracted companies, often small and micro-sized, that operate on behalf of
principals (Magni and Nog¢, 2017). Consequently, all upstream production processes (such as R&D, sourcing,
inbound logistics, etc.) and downstream functions (such as outbound logistics, retail, customer service, etc.)
should be included in the architectural 4.0 model (Bertola and Teunissen, 2018). Digital transformation
becomes the internal digitalisation of each segment, each manufacturer and supplier to trigger that process of
immediate cooperation for the acquisition of data from each area of the supply chain. As mentioned earlier,
digital transformation is to be thought of as a business ecosystem comprising digital production processes
assisted by competent and creative 'augmented' workers (Bertola and Teunissen, 2018) and by a managerial
staff capable of adopting digitalisation processes suited to their business purposes without neglecting the needs
of the socio-environmentally sensitive customer. In the fashion world, therefore, digitised tools that are
sustainable and innovative raw materials that are not harmful to the environment are sought after.

In the fashion world, we see on the one hand the adoption of big data, Internet of Things (IoT), cyber-
physical systems, blockchain (Birkel et al., 2019; Dakhnovich et al., 2019; Caldarelli et al, 2021) and on the
other hand the adoption of more industry-specific sustainable tools such as digital printing or designer practices
that themselves aim at sustainability such as virtual prototyping (Bertola and Teunissen, 2018), to the
experimentation of eco-friendly materials such as cellulose and others being tested such as orange fibre, grape
skin (Bertola and Teunissen, 2018) or to the reuse and recycling of fabrics, clothes, and accessories, i.e. circular
fashion.

In this complex context, luxury fashion becomes ‘ethical’ fashion (Joy et al., 2012) for its internal
organisation and production methods, ‘circular’ fashion for recycling and upcycling, ‘conscious’ fashion
because it is green and sustainable, ‘slow’ fashion because of the possibility of renting and sharing. Moreover,
it is projected into the future, given the potential and the various activities available online. One example is
the NFT, already pioneered by some pioneers such as Gucci and Louis Vuitton (Bingol, 2021; Belardinelli,

2021; McDowell, 2022, McDowell and Shoaib, 2022).
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3. Methodology

The article presents a case study of a company in the luxury fashion industry, the Dyloan Bond Factory, in
which one of the authors was a "participant as observer" (Smith, 2019) for a period of four months and was
able to directly observe the activities, employee interactions, and workplaces in the field.

The case study seeks to examine a contemporary phenomenon, meaning the digital, as well as sustainable,
transformation in the fashion world. This was observed within the company in question in its real-life context
(Yin, 2006) to better understand which implemented Industry 4.0 technologies were best suited for its
production processes to:

e achieve its goals,
e to remain competitive in the marketplace (Barney, 1991; Hollander, 2018),
e or to meet the needs of the brand for which Dyloan is a subcontractor.

The case study, relevant to the research area in which the researcher is interested (Yin, 2018), aims to analyse
concrete contemporary phenomena "in their uniqueness, as part of a particular scenario and its interactions"
(Patton, 2002). Specifically, the purpose of this case study (Yin, 2018) is to describe, understand and examine
enablers and barriers that affect digital transformation in the reality of an SME in the textile and clothing
industry. While being aware that a case study limits the ability to generalise the results to other contexts (Yin,
2018), at the same time we contend it is able to offer a contribution, in the form of an additional example, to

the multifaceted situation that is affecting the industrial sector and, in particular, the fashion system.

3.1. The case study unit
Dyloan Bond Factory was founded in 1987 by Anna Maria and Loreto Di Rienzo.

From the very beginning Dyloan set itself the goal of specializing in Research and Innovation to find new
ideas and propose innovative solutions for the world of fashion and luxury. In 2003, part of the company's
current structure began to take shape, consisting of two closely connected realities: Dyloan Bond Factory Ltd.
in the Chieti area (Abruzzo) and Dyloan Studio in Milan (Lombardy), now renamed D-House by Dyloan.
While the former deals with the production of garments for well-known luxury fashion brands, the latter

focuses on research and innovative development. D-house is not the subject of the case study. Although, it is
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worth noting that this is where innovative solutions are researched, then tested and applied in Dyloan Bond
Factory.

In July 2022, the company signed a partnership agreement with Pattern, which specializes in designing
garments for luxury fashion. In the same year, the Ltd. acquired Orlando Confezioni in Villa Magna (Chieti)
and T-Shock in Silvi (Teramo), which concentrate on printing on fabric and leather, thus increasing in-house
production capacity.

Despite customers all over the world, the company focuses on Made in Italy and local companies. For this
reason, a project to expand the Chieti site was approved in 2023, which plans to increase the number of

employees from the current 230 to 350 over the next two years.

3.2. Data collection
During the research development, as a "participant as observer" (Smith, 2019), it was possible to gather
information from multiple sources (Creswell, 2013; Yin, 2009).

The first phase consisted of gathering information from secondary sources that also provided an opportunity
to formulate interview-related questions, i.e., archive documents and sustainability reports, national and local
articles on the company's activities, websites (the Dyloan Bond Factory website and the Pattern website), and
archive videos (seminars and workshops) on the company's YouTube channel.

This was followed by a second phase. From the information obtained and already having an overview of the
topic (Alsaawi, 2014), at both the general and specific levels of the company under analysis, semi-structured
interviews were conducted.

The reason behind the figures chosen is that they were directly involved in the company's digital
transformation, and they could recall and explain in detail the interventions. The figures interviewed are
sustainability specialist, production manager, IT manager, and R&D manager.

The interviewees were informed at the beginning of the interview that they would be asked questions related
to the company and the innovative techniques implemented. The interviews did not have set times, as they
varied depending on what was said by the interviewees, the semi-structured interview having been chosen
(Corbetta, 1999). However, they lasted an average of a minimum of twenty to thirty minutes per person. The
questionnaire is based on an outline (De Rose, 2003), a list of questions that summarizes the key themes of the

research and implicitly contain hypotheses, correlations, and tend to the narration of facts. Since it is not rigid,
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it gives the opportunity to interact with the interviewee. In some cases, based on the answers given, the conduct
of the interview has varied with the addition of questions that were not anticipated but were necessary to
elaborate on the answer given previously. The interviews were audio recorded and transcribed faithfully, in
Italian, and then translated into English, taking care not to misrepresent what the interviewees said or to make
lexical or formal changes, to better understand the very content of their statements.

The data collected from primary and secondary sources constituted the analysis and interpretation of the
results that allow outlining the current situation of the company to answer the above research questions and in

view of the findings of the academic studies considered.

4. Findings

4.1. Digital transformation of production processes and adaptation of systems

The company is faced with the problem of how to combine digitalisation and know-how in the fashion world
and, consequently, how to reconcile innovation and the sartorial tradition typical of Made in Italy. Indeed, as
the R&D manager claims, “at present, digitalisation affects the entire fashion system transversally, from trade
fairs to showrooms to the operational part of design and production”. Thus, the company is oriented towards
understanding “how digitalisation can support the habit of working manually, of building with the craftsman's
hands, of shaping fabrics, and of making traditionally finished garments”. The focus is on the production
process as a whole, i.e., on the technological innovation of digitalised machinery and the employees who are
able to “combine digital design and realisation capabilities with traditional manufacturing skills”.

Digital transformation encounters quite a few obstacles and already in 2018, the McKinsey report
(Andersson et al., 2018) underlines the key principles for the manufacturing sector, namely the optimisation
of existing processes, the digitalisation of processes along all phases of the fashion cycle, the effective and
sustainable management of warehouse and transport processes and the optimisation of garment production.

The definition of “open factory” set in a dynamic context, given by CEO and founder, hints at the very nature
of Dyloan. Through research and experimentation, the company has introduced tools and machinery used in
other manufacturing sectors such as heat sealing, taping, or ultrasound.

Accordingly, at the time of the digital transformation, as an anticipatory company, it sought the opportunity

to make the most of the know-how and experience accumulated over time. So much so that, as the sustainability
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specialist noted, “technologies that were already in use have become digital”, such as laser cutting, now
digitalized, which “allows the graphics department to communicate directly with the machine and, by means
of files, initiate the cutting and packaging processes”.

The company sought to optimize existing processes and identified which technologies to implement to best
meet the company's objectives.

According to the R&D manager, Dyloan's partnership project with Stratasys, one of the leading companies
in industrial 3D printing, is a significant example because it kick-started the digital transformation process. In
fact, “the synergy between the technology and subsequent training” offered by Stratasys to specific Dyloan
personnel and the skills and experience of the industrial manufacturing world in the company, “allowed the
innovative technology to be tested and adapted to the production cycle”.

Currently, Dyloan uses 3D in its establishment, both as additive manufacturing (or 3D printing) and for
virtual prototyping (Stjepanovic¢ et al., 2012). The latter is important for the simplification of the ways and
times of the creative process because, by reducing the number of steps, it allows for more streamlined
procedures in the production of prototypes, feasibility studies, and cost analyses. Furthermore, it offers an
advantage from the point of view of sustainability, as “it does not involve waste or the creation of moulds in
the production process” (Stratasys, 2022) and, as underlined by the sustainability specialist, “can be produced
close to the end consumer”.

Digital technologies and 3D operational processes are present in Dyloan and offer the company possibilities

for sustainability, flexibility, and speed in production.

4.2. Enablers and barriers involved in digital transformation

The project that Dyloan did with Stratasys leads to answering the first research question (RQ1) as it can be
defined as a determining factor that influenced the company's digital transformation. The project, which started
from the intuition of the R&D manager, has revolutionised the entire company. Beginning with 3D, it has seen
both a digital transformation and a reconfiguration at an organisational level.

It should not be forgotten that digital transformation has, as its protagonist, the company personnel (Venier,
2017), the only one who cannot be automated but who has the skills to reorganise the company and who
understands better than others what organisational and productive changes may be needed for corporate

digitalisation.
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Between the end of 2020 and the beginning of 2021, alongside the two founders, respectively Managing
Director and Head of R&D, a General Manager was first introduced, and then the figures of Operations and
Organisation Manager and ICT Manager were introduced. The General Manager led the company through a
restructuring of the entire company, taking it from a 'family' company to a managerial one.

Under the impetus of 3D, the digital transformation began by reorganizing the production process with the
prospect of renewing the machinery thanks to tax breaks and 4.0 funding provided by national and international
bodies. Then, as remarked by the sustainability specialist, it led to “a gradual renovation of the various
company departments thanks to subsidies and partnerships with innovative technology companies”.

Another factor that has undoubtedly influenced the DT is the company's flexibility given by the company
itself and its culture. An example of this is the BEXMED project. This arose from the need that emerged during
the pandemic to produce clothing and protective equipment for doctors and nurses. This led the company to
become part of the certified Italian personal protective equipment (PPE) supply chain. Even though the
BFxMED project isn’t directly linked to the digital transformation process it shows the ability of the company
to be flexible and adapt to different situations. Linked to this there’s the continuous search for innovative and
sustainable materials represented by partnership projects, for example, with Mogu, Dinamica by Miko and
Woolmark, and innovative and sustainable tools with Coloreel and The Woolmark Company.

With reference to the second research question (RQ2), Dyloan did not encounter any strong economic
barriers in finding financial resources (Rupeika-Apoga and Petrovska, 2022) and made use of partner
companies in the technology sector that helped the company in the acquisition of innovative technologies and
also contributed to staff training.

Both primary and secondary sources concur that the company has mostly young staff within it who show no
“opposition” to getting involved and experimenting with new things. Therefore, even the digital training of
employees was experienced as a necessary adaptation of know-how to innovative technologies. Employee
training is carried out whenever necessary, depending on the new technologies adopted, the number of
machines, and the number of staff employed - for example, as the sustainability specialist observes, “six people

were trained for digital printing, which corresponds to the number of staff employed to use it”.
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While Dyloan did not encounter major obstacles in finding the financial resources and training most of the
employees, it did encounter other difficulties, which emerged from direct interviews and listening to some
archived videos of the company.

In a workshop on digital transformation in Italian SMEs, broadcast live on 8 February 2022 on the
Confindustria Chieti Pescara YouTube channel, Dyloan's CEO identifies an 'external' obstacle: the lack of
standardisation of machinery operating systems. The company buys machinery - e.g., printers, lasers, sewing
machines - from different suppliers who have a 'different interpretation' of Industry 4.0. Thus, the problem lies
in the fact that “Industry 4.0 is the integration of automated systems into the company's ecosystem”, but
machines with different software cannot communicate with the company's management system, “causing a
major problem for the company” (Confindustria Chieti Pescara, 2022).

In an interview conducted in person, another problem emerged, again related to operating systems. The
digital transformation process is mostly viewed as internal to the company, not concerning communication
with the outside world. For example, as the sustainability specialist points out, for some raw materials, such
as RDS down, it is “necessary to use a specific traceability system to guarantee the quality of that type of
product and, consequently, its certification”. In these cases, it is “a time stamp applied by a supply chain
tracker”, which is “an internal tool of the corporate group” to which Dyloan belongs, and it is the latter that
then “communicates with the outside world through the use of a further tool”. To summarise, the barrier seems
to be the existence of a multitude of systems that mostly do not communicate with each other.

The enablers and barriers, which emerged from the case study, are summarised in Table 1.

Table 1. Enablers and barriers of Digital Transformation

Enablers Barriers
Internal barriers: company
Partnership projects personnel “opposition” to new
processes
Financial resources External barriers: existence of a

multitude of operating systems and
lack of standardisation between
Flexibility of the company them

Company personnel Financial barriers
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5. Discussion and conclusion

The world of luxury fashion, which has always been anchored in tradition, is today forced to transform and
accept challenges that test its founding values.

Digitalisation, the pandemic period, climate change, and the related shift in the common mentality
(Cabigiosu, 2020; Achille and Zipser, 2020) have led the industry to considerable changes. These are affecting
production processes, sourcing and traceability of raw materials, and the relationship with suppliers and
customers in a vision of complete eco-sustainability (Finn, 2011; Godart and Seong, 2017)

Recent years have witnessed an acceleration of digitalisation that has led the fashion system to project itself
into the future. It is taking advantage of the potential offered by the Internet, such as e-commerce, online
showcases, and streaming fashion shows. The latter were experimented with during the pandemic period and
then were normalized, later leading it to become interested in the metaverse (Park and Kim, 2022) and NFTs
(Bingol, 2021; Belardinelli, 2021; McDowell, 2022; McDowell and Shoaib, 2022). The allure of the virtual
and the potential that fashion can exploit often overshadow the real wearable, which leads to rethinking internal
reorganisation through the implementation of digital tools and techniques (Bassano et al., 2020; Hastig and
Sodhi, 2020; Bindi et al., 2021).

Thus, brands seem to be engaged on two fronts, one virtual and another much more concrete one of
transformation into Industry 4.0 (Braglia et al., 2021) for the immediate development of Luxury 4.0 (Mosca
and La Rosa, 2019). Most studies and articles seem to deal mainly with the side of digitalisation that concerns
the end customer, delving into topics such as omnichannel, phygital, augmented and virtual reality (Aiolfi and
Sabbadin, 2019; Silva et al., 2020; Jung et al., 2021; Lawry, 2022; Harba, 2019).

This study examines the internal digital transformation of a company that, although not a major player in
the industry, operates in the fashion system, produces for and collaborates with well-known luxury fashion
brands. In fact, the case study illustrates the example of a particular SME in the fashion industry that focuses
on research, innovation, and development — factors that have undoubtedly driven towards a sustainable digital
transformation of those production processes that the company needs to operate and remain competitive in the
market.

Academic studies identify barriers to the digital transformation of SMEs in the manufacturing sector. The

main ones are due to “a lack of appropriate financing options, insufficient digital skills among employees,
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internal resistance to change, and managers’ lack of knowledge about how to implement DT (Rupeika-Apoga
and Petrovska, 2022). Similar barriers are also identified in relation to the fashion industry (Magni and Nog,
2017; Sanlorenzo et al., 2009).

In the case in question, the company tried to overcome financial barriers (RQ2) with projects financed by
national and international bodies and with partnerships (RQ1), which enabled the company's digital
transformation to be initiated. Therefore, it is necessary to have people within the company who are motivated
to look for collaborative projects, monetary incentives, or possible partnerships that can stimulate the further
evolution of the, already begun, digital transformation.

It is possible to consider financial barriers as a type of hybrid barrier, as they can come from both inside and
outside. In this regard, it should be emphasized that a decisive factor for the strategies adopted by an SME in
the textile-clothing sector is the “size variable” which has a great impact “in terms of available financial and
managerial resources” (Sanlorenzo et al., 2009).

Digital skills must be inherent in employees and management, as only with such skills can digital
transformation and innovative technologies be seen as facilitators of a process from communication and design
realisation to production.

Thus, the obstacle to the synergy between digital innovation and the production process is to be found in
transversal skills. It is necessary to train already experienced figures in the company who enhance their skills
with digital training or guided by external figures linked to other sectors and brought into the company context.
In addition, at the national level, it is necessary to create infrastructures and skills for human resources
management, including at the university level. Digitalisation is an acceleration of a new generation that can
interpret the sector and the supply chain differently with an optimisation of the relationship with which it will
use the product with characteristics of efficiency, creativity, and sustainability.

Therefore, a company's human capital can be seen both as an enabler (RQ1) of digital transformation and as
a barrier (RQ2) to the company's DT.

The company must be research oriented. Digital technologies are constantly evolving, and this drives it to
improve its digitalisation by upgrading technologies and employees (RQ1). The fashion industry is committed
to innovative solutions that respect craftsmanship, such as sustainable technologies and materials. One

example is prototyping, which has a double advantage: economic sustainability - and also the reduction of
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delivery times - and environmental sustainability (Fondazione Symbola, 2022), as there is not as much waste
as with manual production.

As the R&D manager emphasizes, the manufacturing industry, aided by a network of flexible and
decentralized production and service units, “must be proactive for innovative, company-tested and designer-
tested materials and processes”. Thereby becoming a “link between the technological world and the creative
world” (Fondazione Symbola, 2022).

As already mentioned, digital transformation leads to the adoption of new technologies and machinery that
must be able to communicate with each other, as a requirement of Industry 4.0. The lack of communication
between the operating systems of the adopted machinery and the operating systems already present in the
company can represent an external barrier (RQ2), not always of a temporary nature, to DT. In the case analysed,
these are temporary barriers due to Dyloan's recent entry into Pattern (July 2022), as well as those that emerged
from the interviews at the other two Dyloan sites, Silvi and Villa Magna, where pre-existing systems are
currently being adapted to the system used by the Dyloan printing sites in Chieti and Milan.

Interestingly, the barriers identified by academic studies are not always present. In the case of the company
under review, for example, barriers were mostly seen as enabling factors. This was possible due to the nature
of the company, which has always been oriented towards research and development and supported by
personnel with innovative and digital skills, to the extent that the company works in synergy with D-House, a
research and design center. In fact, many projects and partnerships have resulted from innovative paths in
collaboration with technology and textile companies.

In conclusion, the case study is an example of how digital and sustainable transformation for a company like
Dyloan, which is flexible and open to change with a company's culture deeply rooted in research and
innovation, is a natural evolution, a decisive and, at the same time, dynamic response to the new and pressing

demands of the socio-economic and environmental context.

5.1. Limitations, future studies, and managerial implications
The limitation of the case study is that it based its analysis on a single company, so it is not possible to
generalize the results to the context. This limitation, on a theoretical level, attests to the existence of a company

that by its definition is technological, innovative, and research oriented. On the other hand, it may give the
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possibility of extending the research with future studies to other companies in the textile sector, in order to
compare different realities and understand, for example:
e what factors influenced their digital transformation,
e what tools have been adopted to reduce the impact on the environment,
e how any obstacles to the innovation of production processes and the consequent transformation at a
cultural and organisational level have been addressed,
e what the digital knowledge and skills of the human resources working in the company are.

Furthermore, an observation that arises spontaneously from the analysis of the primary and secondary
sources and that could be interesting for possible future studies concerns the coexistence of several systems
with different communication languages. This could lead one to speculate and, consequently, raise a possible
problem, that could be interesting to research, namely that there may be a loss of information in the transition
from one system to another.

In addition, the case study could offer insights into the implementation of the 14.0 model in fashion SMEs,
prompting scholars and academics to examine the medium- and long-term implications and still little-explored
innovation paths.

At the managerial level, the study may offer suggestions on how to implement and improve innovation
processes to make the company flexible, competitive, and responsive, as the right technologies in synergy with
people and processes can offer companies the possibility to quickly adapt to sudden changes or opportunities

offered by the global market in which they have to compete.
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CHAPTER 3
Decoding Sustainability: a Text Mining Analysis of Luxury Fashion Industry

Reports

Abstract: This study analyses sustainability strategies in the luxury fashion industry, focusing on the interplay
between sustainability strategies and management control systems (MCSs). The research aims to identify best
practices and prevailing standards in sustainability reporting through text mining of sustainability reports from
four luxury fashion holdings. While emerging technologies enhance transparency, the lack of standardized
reporting frameworks underscores areas for improvement. The findings also suggest that forthcoming
regulations, such as the EU’s Corporate Sustainability Reporting Directive, may significantly influence
sustainability reporting practices within this sector. This research contributes to the academic discourse by
providing a comprehensive analysis of sustainability strategies and practices in the luxury fashion sector, along
with the related practices of governance and control.

Keywords: text mining analysis, sustainability reports, sustainability accounting, luxury fashion industry

1. Introduction
The fashion industry, especially the luxury sector, plays a crucial role in shaping global environmental and
social outcomes. According to the Ellen MacArthur Foundation (2017), the fashion industry is one of the most
resource-consuming industries in the world. It contributes significantly to environmental degradation through
its high levels of waste, pollution and resource consumption. In response to these challenges, brands in this
industry face increasing pressure to adopt and implement sustainable practices. There is also a growing demand
for transparency: stakeholders, including consumers, investors, and regulators, are demanding full reporting
on sustainability practices initiatives. Luxury fashion offers a compelling case for the analysis of sustainable
practices. This sector not only has a substantial impact on the global economy but also involves a wide range
of stakeholders, including suppliers, manufacturers, consumers and policymakers. The industry's high level of
dynamism, driven by changing consumer trends and preferences, further complicates its sustainability efforts.

Moreover, the luxury fashion industry is often under scrutiny for its environmental and social impacts, with
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concerns ranging from excessive resource use to labour practices within global supply chains. Furthermore,
little is known about the practices of management control directly aimed at making business more sustainable
or the role of emerging technologies in enhancing the integration between Management Control Systems
(MCSs) and Sustainability Control Systems (SCSs).

Accordingly, this study seeks to answer the following research questions: What sustainability strategies have
luxury fashion companies implemented? What have they measured so far in their sustainability efforts? Have
emerging technologies played a role in facilitating such strategies and measurements? To explore these
questions, this paper conducts an exploratory investigation by analysing companies' official communications,
focusing on sustainability reports.

The investigation of emerging technologies in sustainability reporting is anchored by the “digitainability”
concept, which emphasises the transformative potential of merging digitalisation and sustainability (Gazzola
et al., 2024; Lichtenthaler, 2021). Digitality goes beyond mere technological adoption (Lichtenthaler, 2021).
Thus, there must be a strategic alignment to balance efficiency and environmental care.

In the context of luxury fashion, this concept can be translated into the use of emerging technologies to
improve transparency and mitigate risks such as increased energy consumption, a critical trade-off highlighted
in digitainability frameworks (Lichtenthaler, 2021). In fact, blockchain, Al, and IoT are no longer peripheral
tools but transformational factors that redefine how companies manage sustainability (Gazzola et al., 2024).

The topic of this research is particularly relevant in light of growing regulatory demands—such as the EU's
Corporate Sustainability Reporting Directive (CSRD)—and consumer expectations for traceability and
accountability in supply chains. Without explicit documentation of technology integration in reports,
stakeholders—internal and external—risk overlooking digital innovations that underpin measurable
sustainability outcomes. Therefore, this research aims to bridge the gap between the concept of digitainability
present in the literature, interpreted as a balance between sustainability and digitalisation, and its practical
implementation in communications by luxury fashion brands to their stakeholders. Hence, the analysis of
sustainability reports in search of evidence on the use of technologies aims to explore how luxury fashion
brands are implementing these principles.

The study uses text mining to systematically extract and analyse sustainability narratives presented by

leading luxury fashion brands. This method allows for identifying key themes, trends, and patterns in how
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these companies communicate their sustainability strategies and results, providing insights into the current

state and future direction of sustainability in the luxury fashion industry.

2. Theoretical background

2.1 Sustainability in the Fashion Industry

Sustainability is the new ‘gold standard’ for competitive advantage. Agenda 2030 (Organizzazione Nazioni
Unite, 2015) has institutionalised previous actions through which companies have begun answering the call
for a more sustainable world. Sustainability has been broken down by the UN into several different goals, from
poverty to global partnership. While some of these goals are direct concerns of companies, they all potentially
necessitate some level of engagement.

The fashion industry is not exempt from a specific commitment towards sustainability, which poses specific
challenges to the sector. Indeed, the fashion industry is considered one of the most polluting around the world
(Mok et al., 2022). Even the juxtaposition of the terms 'sustainability' and 'luxury' appears to be an oxymoron
(Akrout & Guercini, 2022), although scholars contend that luxury and sustainability do not exclude each other.
The growing pressure from consumers and other stakeholders has obliged luxury fashion companies to change
their business strategy towards more sustainable and transparent operations (Campos Franco et al., 2019).
Relatedly, Campos Franco et al. (2019) suggest six lessons to managers in the industry after giving several
examples of best sustainable practices already experimented in the industry. The first lesson emphasises the
importance of aligning actions with sustainability principles. The second lesson highlights the necessity of
communicating these sustainable practices effectively. The third lesson advocates for sourcing alternative
materials. The fourth lesson stresses the importance of maintaining favourable working conditions. The fifth
lesson involves embedding sustainability innovations throughout all levels of operations. Finally, the sixth
lesson advises measuring the environmental, social, and economic impacts of sustainability efforts using
appropriate frameworks. These suggestions encompass all organisational levels up to involving the whole

supply chain and requiring, in the end, radical changes of traditional strategies and operations.
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2.2 Control Systems and Sustainability Reporting

On the path toward sustainability, companies have also started establishing formalized systems of control -
SCSs, to monitor the implementation of this strategy and to report on their performance. The degree of
formalisation of such systems varies according to the dimensions of the company (Della Porta et al., 2023).
Sometimes SCSs are integrated with the management MCSs, often not (Gond et al., 2012). However, scholars
have generally posited that environmental management accounting has the potential to integrate sustainability
into business strategies and operational processes (Gibassier & Alcouffe, 2018). Consequently, companies
should be committed to pursuing integration between SCSs and MCSs. This need has also been discussed in
the national scientific debate, which has reaffirmed the role of control systems in the pursuit of sustainability
(D’Onza, 2022; Marchi, 2020; Marchi & Paolini, 2020; Fiorentino et al., 2016). Marchi and Paolini (2020)
suggested to use an income perspective to integrate accounting and budgeting systems, promoting a “systemic
reading” of indicators without placing emphasis on just a specific area of performance, increasing the value
created in the supply network forging partnerships with strategic suppliers, and instilling a culture of
sustainability in management control practices integrating financial and sustainability measures.

Sustainability accounting, in such a context, is considered to be “the branch of accounting that requires
organisations to pay attention to environmental, social and governance matters by disclosing non-financial
information about the organization”. The output of Sustainability accounting is a report that the companies
publish to communicate their performance, which, as suggested by many scholars, should be based on an
appropriate framework of measurement (e.g. Campos Franco et al., 2019). The topic has assumed such a
strategic relevance that in 2022, the European Union published a CSRD (Directive (EU) 2022/2464),
mandating standardized ESG reporting for large companies from 2024, enhancing transparency and
comparability and aligning with the EU’s Green Deal and SDGs. However, as stated by Schaltegger et al.
(2006) these reports are not to be conceived only as an extension of traditional mandatory financial reporting
but also as the interplay between external reporting and internal activities of setting goals, collecting data and
sharing sustainability information (in other words a way to link strategic management, management,
accounting and reporting).

While the previous invaluable insights are relevant to every type of organisation, there is not much literature

about the challenges of integrating MCSs and SCSs in the luxury fashion sector as well as related practices of
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sustainability reporting. Specifically, studies on luxury fashion and sustainability reporting have highlighted
an inadequate definition of performance indicators, a lack of transparency in communication (Karaosman et
al.,, 2015) , and the fact that although luxury companies are focused on sustainability, there is much
heterogeneity in terms of practices (Di Leo et al., 2023).

Critiques of sustainability reporting in the luxury sector point to systemic problems of legitimacy.
Disclosures often privilege symbolic management over functional action. In this sense, Wells et al. (2021)
point out that luxury conglomerates such as LVMH and Kering frequently engage in selective reporting,
preferring the emphasis on positive outcomes and the omission of negative impacts, therefore undermining
stakeholder trust. This reiterates the need for standardised regulatory frameworks and technological tools, such
as adopting blockchain to improve traceability and accountability, thus closing the gap between reported

statements and concrete performance.

2.3 Emerging Technologies in the Luxury Fashion Industry

It is acknowledged that there is an increasing usage of Artificial Intelligence and emerging technologies,
accounting included (Valentinetti & A. Rea, 2023). These are applied in a multitude of ways, such as
automating data collection and improving the accuracy of sustainability metrics. To name a few, natural
language processing (NLP), machine learning (ML) and blockchain enable brands to track and report key
sustainability metrics more effectively, thereby improving transparency and accountability (Lu & Franco,
2021; Amed et al., 2020). Therefore, the application of these technologies in the luxury fashion industry should
be considered a crucial part of the digital transformation process (Bertola and Teunissen, 2018), to enable
brands to remain competitive and meet the sustainability demands of authorities and consumers as well as to
link MCSs and SCSs.

In this sense, the concept of “digitainability” combines digital transformation and sustainability, leveraging
digital tools such as blockchain, Al, and the Internet of Things (IoT) to improve resource efficiency,
transparency, and circular economy practices (Gazzola et al., 2024). Aligning technology with environmental
and social goals enables challenges such as waste reduction and supply chain management while fostering

stakeholder engagement (Gazzola et al., 2024). Digitainability implies that digital tools act as catalysts for
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systemic change. Nevertheless, their effectiveness depends on strategic integration into management control
systems (MCS) and reporting mechanisms (Gazzola et al., 2024; Lu & Franco, 2021). Different types of
technologies have different functionalities. In detail, blockchain can ensure ethical sourcing traceability, while
artificial intelligence can optimize resource use (Lu & Franco, 2021). However, technologies are often
undervalued in official statements such as sustainability reports, creating a visibility gap between
implementation and reporting (Oguntegbe et al., 2022).

In addition, Lichtenthaler (2021) points out the dual nature of digitainability. In that, technologies such as
blockchain improve traceability, but, at the same time, they can jeopardise sustainability goals through energy-
intensive operations. Lichtenthaler (2021) identifies four types of business strategies, urging luxury brands-
often in high digitainability/low sustainability contexts—to shift to balanced digitainability (scenario 4) by
integrating sustainability metrics.

According to the previous premises and gaps in the literature, our study aims to analyse, with reference to
the luxury fashion industry, its past strategic processes and related control practices for sustainability (Della
Porta et al., 2023) as they are depicted in sustainability reports and facilitated by emerging technologies, seen
as a specific aspect of digital transformation. We explored sustainability reports as tracks of sustainability
strategies and practices in their interrelation with MCSs, eventually enhanced by new emerging technologies.

The next section depicts the methodology used to answer our research questions.

3. Methodology
This study uses text mining as an analytical tool to examine a sample of 20 sustainability reports from 4 luxury
fashion brands. The objective is to identify common reporting themes, best practices, and standards used to
further uncover trends and insights (Yadav & Pathak, 2017; Zhao & Priporas, 2017).
We used KNIME, an open-source data analytics platform, to extract and identify key themes from the
sustainability reports through text mining analysis. Figure 1 shows the workflow used in KNIME. The main
phases are data preprocessing and topic extraction, following established methodologies for uncovering trends

and insights in sustainability reporting (Berthold et al., 2009; Yadav & Pathak, 2017).
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Figure 1. KNIME workflow
To comprehensively capture management control practices, the dataset was divided into distinct categories,
and seven-word clouds were generated, each representing one category, i.e., strategic planning, budgeting,
financial measurement systems, non-financial measurement systems, hybrid measurement systems, project
management, and evaluation and rewards. This method allowed for a detailed analysis of the specific aspects
of management control practices across the reports. However, given the nature of this short paper, it was
deemed more appropriate to include a single, comprehensive word cloud that encapsulates all the sustainability
reports analysed. This word cloud, which also covers management control practices, provides a broad overview
rather than the specific insights that the individual word clouds would offer. The comprehensive word cloud
will be discussed in the next section, while the detailed word clouds have been omitted to maintain focus and

conciseness.

4.Findings and discussion
The text mining analysis of sustainability reports from four luxury fashion holdings, comprising 20 brands in
total —LVMH, Kering, Capri Holdings, and PVH—reveals a diverse set of approaches to addressing key
aspects of sustainability. As highlighted in the theoretical background, these approaches reflect each brand’s
strategic priorities and responsiveness to global environmental and social challenges.

LVMH and Kering lead in integrating sustainability into their core business strategies, particularly in areas
like supply chain management, environmental and social programs, and emission reduction. Their efforts align
with the broader shift in the luxury fashion industry towards sustainable practices, driven by increasing
stakeholder demands for transparency and accountability (Campos Franco etal., 2019; Mok et al., 2022). Capri
Holdings and PVH, while also committed, appear to be at an earlier stage in their sustainability journeys, with

opportunities for further development in areas such as transparency, supply chain optimisation, and the
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integration of programs supporting sustainable development, such as PVH’s Fashion Forward. Figure 2 also
reveals a strong emphasis on the integration of Management Control Systems (MCSs) within the sustainability
strategies of these luxury fashion brands. Terms such as ‘program management,” ‘traceability,” and
‘accounting’ underscore the critical role of MCSs in ensuring that sustainability initiatives are systematically
monitored, evaluated, and aligned with overall business objectives (Gond et al., 2012; Gibassier & Alcouffe,
2018).

The text mining analysis identified eight key themes within the sustainability reports as a whole, as illustrated
in Figure 2. The first theme is the implementation of sustainability strategies in supply chain management. All
four brands emphasize the importance of integrating sustainability into their supply chains, with a specific
focus on environmental impact reduction. This focus is consistent with the broader industry trend towards
sustainable supply chain management (Seuring & Miiller, 2008). Tools such as the Higg Facility
Environmental Module (Higg FEM) are frequently referenced, particularly by LVMH and Kering, indicating
a commitment to standardized sustainability metrics and continuous improvement. The strategic alignment of
sustainability within supply chain operations underscores the brands’ efforts to minimize their environmental

footprint, while also enhancing the efficiency of their supply chains.
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Furthermore, terms like ‘fiscal year,” ‘business,” and ‘program’ suggest that these brands increasingly align
their Sustainability Control Systems (SCSs) with traditional MCSs. This facilitates a more cohesive approach
to integrating environmental and social metrics into their financial and operational reporting frameworks
(Della Porta et al., 2023).

The concept of digitainability (Gazzola et al., 2024) provides a critical framework for understanding how
technologies like blockchain, Al, and ML can enhance the integration of Sustainability Control Systems
(SCSs) and Management Control Systems (MCSs). By aligning digital innovations with sustainability goals,
these tools enable real-time data collection, accuracy, and transparency (Gazzola et al., 2024). For instance, as
already mentioned, blockchain ensures supply chain accountability, while Al-driven analytics optimizes
resource efficiency (Lu & Franco, 2021).

Despite using performance indicators to monitor environmental and social impacts, findings reveal low
integration between SCSs and MCSs. Luxury fashion brands could thus improve strategic coherence and
operational efficiency by embedding digital solutions into control systems (Gazzola et al., 2024).

Health, safety, and program management also emerged as significant concerns, especially in relation to the
working conditions within the supply chains. The reports frequently highlight initiatives aimed at ensuring the
health and safety of workers, particularly in production facilities. These concerns reflect broader issues within
global value chains, where maintaining high labour standards is critical to ethical business practices
(Amankwah-Amoah, 2016; Lund-Thomsen & Lindgreen, 2014). Kering and PVH, in particular, demonstrate
a strong focus on program management to uphold high standards of workplace safety and well-being. This
approach aligns with the understanding that effective management of labour conditions, including health and
safety, is crucial for mitigating risks in labour-intensive industries (Narula, 2019; Huq, Stevenson, & Zorzini,
2014). Such initiatives are essential for complying with international safety standards and addressing the
ethical imperatives associated with responsible corporate governance (Crane & Matten, 2016). The wordcloud
also reflects the ongoing efforts to standardize reporting practices, as seen in the frequent references to words
like ‘Higg FEM’ and ‘management.” These suggest that luxury brands are adopting standardized metrics and
frameworks to enhance the control and comparability of their sustainability efforts and strategies across

different business units and geographic regions (Schaltegger et al., 2006).
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The global supply chain and supplier optimisation strategies discussed in the reports reveal a resolute effort
to streamline operations and reduce inefficiencies. There is a clear focus on optimizing supplier networks to
enhance sustainability outcomes. These efforts are in line with the principles of sustainable supply chain
management, which emphasize the need for efficiency and environmental responsibility (Carter & Rogers,
2008; Seuring & Miiller, 2008). Brands are actively working to reduce their environmental impact through
strategic supplier partnerships and by implementing best practices across global facilities. Such efforts improve
operational efficiency and contribute to the brands’ overall sustainable development goals by reducing waste
and resource consumption (Gold, Seuring, & Beske, 2010).

The mentions of ‘emissions,’ ‘facilities,” and ‘waste’ also indicate the use of performance indicators within
both MCSs and SCSs to monitor and control environmental impacts. By incorporating these metrics into their
broader management frameworks, luxury fashion brands are better equipped to manage risks, ensure
compliance, and drive continuous improvement in their sustainability performance (D’Onza, 2022; Marchi &
Paolini, 2020).

In the context of business and financial management in the luxury fashion industry, the reports reflect an
increasing recognition of the financial implications of sustainability. Sustainability is positioned as a key factor
in long-term business planning, with brands integrating it into their annual financial strategies. This shift
towards viewing sustainability as integral to corporate success aligns with the broader trend in management
theory, which posits that sustainability and financial performance are mutually reinforcing (Porter & Kramer,
2011). LVMH, for example, explicitly ties its sustainability initiatives to business performance, highlighting
the economic benefits of responsible environmental practices. The co-presence of ‘business’ and
‘environmental’ could imply a cross-functional collaboration between sustainability teams and management
control functions, which is essential for integrating sustainability into the core business strategy and ensuring
that environmental and social objectives are set while also being thoroughly managed and achieved (Gibassier
& Alcouffe, 2018).

The analysis also highlights the integration of environmental sustainability and social programs within the
brands’ broader corporate strategies. These programs are designed to reduce environmental impact while
fostering social equity and community engagement. This dual approach is increasingly recognized as essential

for achieving true sustainability, which encompasses both environmental stewardship and social responsibility
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(Elkington, 1997; Porter & Kramer, 2011). Kering stands out due to its strong focus on both environmental
and social sustainability, with programs specifically designed to protect the environment and ensure the well-
being of communities impacted by its operations. In addition, terms like ‘traceability’ and ‘accounting’ shed
light to the increasing reliance on data-driven decision-making tools within the MCSs of these brands. Such
tools allow for a more accurate tracking of sustainability efforts, ensuring that the data collected is integrated
into the overall management processes to support strategic planning and operational efficiency (Valentinetti
& Rea, 2023; Lu & Franco, 2021).

Sustainability accounting and traceability are identified as crucial tools in the management of waste and
biodiversity conservation. The reports suggest that these accounting practices are becoming increasingly
sophisticated, as brands like Kering and LVMH adopt advanced traceability systems to monitor and manage
their environmental impact (Bebbington & Gray, 2001). Such systems enhance accuracy in reporting and
support better decision-making, particularly regarding waste management and biodiversity conservation
efforts (Epstein & Roy, 2001). By tracing the origins and environmental impacts of materials, these brands are
better equipped to implement strategies that minimize harm to the environment (Schaltegger & Burritt, 2010).

The incentivizing of environmental action through awareness initiatives is another key theme. Brands are
leveraging awareness campaigns to encourage both internal and external stakeholders to adopt more
sustainable practices. LVMH, for example, employs targeted initiatives to raise awareness among its workforce
and customers, effectively linking environmental action to broader corporate goals. Research suggests that
these initiatives, when supported by remuneration and incentives, can significantly drive engagement and
motivate action on sustainability issues (Bansal & Roth, 2000; Aguilera et al., 2007). Figure 2 shows the dual
focus that brands are trying to adopt to ensure that sustainability is effectively integrated into their core business
strategies, supported by management control systems that drive improvement and long-term success (Marchi
& Paolini, 2020; Schaltegger et al., 2006).

Finally, the reports underscore the critical issue of climate impact and emission reduction. All four brands
acknowledge the significant role that the fashion industry plays in contributing to climate change, with
particular attention given to reducing Scope 3 emissions. Kering, in particular, has been proactive in setting
ambitious targets for emission reduction, aligning its strategies with global climate goals (Sullivan &

Gouldson, 2012). The emphasis on reducing emissions not only addresses regulatory pressures but also meets
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the growing demand from consumers for climate-conscious products. The brands’ commitment to reducing
their climate impact is demonstrated through various initiatives aimed at minimizing emissions throughout the

supply chain, from raw material sourcing to product distribution (CDP, 2017).

5. Conclusion

This study contributes to the academic literature by providing a comprehensive analysis of sustainability
reporting practices in the luxury fashion industry and related management control practices. Luxury fashion
brands had the opportunity to improve their sustainability performance and reporting practices as part of their
journey towards digital transformation (Bertola and Teunissen, 2018; Fiorentino et al., 2016) by reshaping
performance evaluation systems to monitor financial, social and environmental results. However, the findings
suggest the opportunity for standardised reporting frameworks in sustainability practices applied in the luxury
fashion industry (Tan & Wang, 2018; Schaltegger & Wagner, 2006). This study underscores the urgency of
adopting digital frameworks (Lichtenthaler, 2021; Gazzola et al., 2024) to reconcile digital innovation with
sustainability imperatives.

Findings also unveil, generally, a low integration level among MCSs and SCSs, although a set of
performance indicators is used to monitor environmental and social performance.

Furthermore, these findings resonate with Lichtenthaler (2021) and Wells et al. (2021). The first warns about
"unbalanced digitalisation", while the latter noted that fragmented reporting practices in luxury corporations
often obscure measurable outcomes, thus mirroring a broader industry trend of symbolic legitimacy-seeking.
They note that brands tend to disproportionately highlight eco-design initiatives (e.g., packaging reductions)
and omit systemic issues — a gap that technologies like IoT and blockchain could lessen by enabling real-time
data collection (Wells et al., 2021).

The use of emerging technologies such as blockchain for more accurate data collection in sustainability
reporting is increasingly recognized as a critical tool for enhancing transparency and precision in shared data
(Lu & Franco, 2021; Valentinetti & Rea, 2023). However, it is often the case that these technologies, despite
their potential to significantly improve transparency and accountability in supply chains, are not explicitly
mentioned in the reports, which could be seen as leaving a gap in the visibility of the digital innovations that

are actively driving these advancements (Oguntegbe et al., 2022).
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Finally. the available data collected and analysed may be a limitation. The time period analysed does not
include the year 2023, as not all brands have made last year's report public. Therefore, to keep the sample of
analysed reports homogeneous, the available reports of the mentioned year were not included in the analysis.
Future research could expand the dataset to include more brands and explore different technology applications.
Further empirical research is also needed to understand levels of integration among MCSs and SCSs.

This study aligns with Wells et al. (2021), who argue that sustainability reports must adhere to rigorous
standards such as GRI to avoid greenwashing and legitimise claims. The upcoming EU CSRD directives
represent an opportunity to standardise information. However, as Wells et al. (2021) caution, compliance alone
is insufficient without integrating technologies to ensure accuracy and comparability. Furthermore, luxury
brands facing CSRD must move from isolated digital or sustainability initiatives (scenarios 2 and 3) to
integrated digitainability strategies (scenario 4) (Lichtenthaler, 2021). Future research should explore how
emerging technologies can be designed according to the principles of “sustainable digitainability”
(Lichtenthaler, 2021), ensuring that efficiency gains from adopted technologies do not compromise progress
toward the SDGs.

Finally, future studies could perform a comparative analysis of sustainability reports from these brands
before and after the implementation of the European Union’s Corporate Sustainability Reporting Directive
(CSRD), which requires standardised ESG reporting for a broad range of companies starting in 2024. This
analysis would provide valuable insights into the evolution of how non-financial outcomes are communicated
to stakeholders, especially in terms of transparency, standardisation, and the level of detail presented (Di Leo,

Marino, & Morelli, 2023; Valentinetti & Rea, 2023).
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CHAPTER 4
The Sustainable Fashion Dilemma: Exploring what Influences Consumer

Decisions in a Digital Age Through Survey-Based Insights

Abstract

This study analyses the elements that influence consumer decisions and behaviour in the context of fashion,
focusing on the interplay between affordability, sustainability and technical innovation. It uses paradox theory
to investigate the contradictions between rapid fashion consumption and pressing issues such as sustainability.
A quantitative survey was conducted with 383 participants, using snowball sampling to ensure demographic
diversity. Descriptive and inferential statistics were used. Specifically, chi-square tests, multiple linear
regression, and ANOVA were adopted to assess correlations between aspects such as customer behaviour,
demographics, and perceptions of blockchain technology.

Affordability emerged as the main motivation for purchase decisions (mean = 8.05), surpassing style and
sustainability. Despite the growing awareness of sustainability among the younger generation (Gen
Z/Millennials), financial constraints continue to drive fast fashion purchases. Blockchain technology was rated
positively for increasing supply chain transparency (mean = 4.32) and reducing counterfeiting (mean = 4.48),
but its direct influence on purchase intentions was limited. There is still a substantial gap between intentions
and practice, with price and availability identified as the main barriers to sustainable purchasing.

This study offers practical implications for brands’ integration of omnichannel strategy, alignment of
blockchain adoption with consumer expectations, and reconciliation of ethical ideals with economic realities.
Future studies could focus on other emerging technologies, such as Al or AR/VR, to understand the impact
that different technologies have on consumers.

Keywords: fashion industry, purchase intention, shopping experience, blockchain, sustainability, survey
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1. Introduction

The fashion industry operates in a dynamic environment characterised by changing market trends and
consumer expectations. The latter are increasingly aware of social, technological and climate change, requiring
a balance between innovation and environmental, social and economic awareness.

This sector is a driver of global economic growth, contributing over $2.5 trillion a year to the world economy
(Fashion United, 2023). Simultaneously, it contributes to environmental degradation, being responsible for
10% of global carbon emissions and 20% of wastewater (UNEP, 2023). Consequently, these aspects amplify
the industry's duality.

This study aims to investigate these dynamics through the lens of paradox theory, which explores how
competing but interdependent priorities coexist and influence behaviour (Smith & Lewis, 2011). An example
of this can be observed in the growing demand for sustainability that contrasts with the appeal of fast fashion,
known for its affordable prices and rapid production cycles (Bhardwaj & Fairhurst, 2010; Shen, 2014).

This contrast is further complicated by the digital age. Consumers are inundated with conflicting signals:
social media campaigns promoting ‘conscious consumerism’ coexist with influencer campaigns advocating
disposable fashion, creating a cognitive dissonance (Festinger, 1957; Carrington et al., 2014) that paradox
theory helps to resolve (Smith & Lewis, 2011). For example, while influencers normalise fast consumption
cycles (Hwang & Zhang, 2018; Djafarova & Bowes, 2021), sustainability advocates exploit the same platforms
to criticise the environmental toll of fast fashion (Niiniméki et al., 2020). This dynamic reflects the ‘gap
between intention and ethical behaviour’ (Carrington et al., 2014), where consumers struggle to align their
values with their actions.

The first question guiding this study is: What factors determine consumer preferences and behaviour in the
fashion industry, particularly with regard to sustainability, affordability and technological innovation?

To explore this further, a further question was considered: What role do emerging technologies and shopping
experiences in different channels play in shaping consumer decisions in the fashion industry?

The analysis considers emerging technologies, such as blockchain technology and omnichannel retailing,
which can be seen as redefining the ‘value’ proposition for consumers. For example, virtual proofs can reduce
returns and waste, but their adoption depends on whether they align with consumers' desire for convenience
or conflict with their need for tactile engagement.
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The urgency of these questions is underlined by regulatory changes, such as the EU's Digital Product
Passport initiative (European Commission, 2022) or New York's Fashion Sustainability Act (New York State
Senate, 2022), which aim to impose transparency and accountability. At the same time, grassroots movements
such as #WhoMadeMyClothes and platforms specialising in the sale of second-hand products reflect a cultural
awareness of the environmental and social impact of fashion. However, the persistence of ultra-fast fashion
giants such as Shein - which reported a 60 per cent increase in revenues in 2022 despite criticism (Niiniméki
et al., 2020) - highlights unresolved contradictions at the core of consumer behaviour (Carrington et al., 2014).

To answer the research questions, a survey methodology was used to explore consumer behaviour,
preferences and perceptions in the fashion industry. The sample analysed consisted of 383 respondents.

The following section analyses the theoretical context, focusing on the different sectors of the fashion
industry—fast, high street, and luxury—the adoption of emerging technologies in the industry, and the role of

sustainability within it.

2. Theoretical Background

The fashion industry is a complex and multifaceted sector that can be broadly classified into three main
segments, each reflecting distinct consumer priorities, market strategies, and value propositions. These
segments not only illustrate differences in pricing and style but also highlight varying approaches to
sustainability, ethical considerations, and technological innovation (Cachon & Swinney, 2011; Joy et al.,

2012).

2.1 Fashion Industry Segments

Fast fashion caters primarily to cost-conscious consumers who desire up-to-the-minute trends at affordable
prices. This segment is characterized by rapid production cycles, frequent inventory turnover, and a heavy
reliance on global supply chains (Bhardwaj & Fairhurst, 2010). Although fast fashion democratizes access to
trendy apparel, its business model has significant environmental and social implications. Critics point to the
unsustainable use of resources, excessive waste generation, and poor labour conditions as central issues (Joy

etal., 2012; Niiniméki et al., 2020). The speed and scale of production in fast fashion often compromise quality
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and ethical standards, leading to broader debates about the long-term sustainability of such practices (Fletcher,
2013). Despite these challenges, fast fashion remains popular due to its ability to quickly respond to market
trends and consumer demand.

Recent studies have also suggested that consumer knowledge and attitudes toward sustainability influence
their purchasing behaviour, although a gap remains between awareness and action (Kozar & Hiller Connell,
2013). Furthermore, research has highlighted how digital engagement and social media influence consumer
behaviour and ethical decision-making in the fashion industry (Bowen, 2013). Moreover, research on fashion
marketing has highlighted concerns regarding greenwashing, where brands falsely present their products as
environmentally friendly. Studies have found that brands participating in Black Friday promotions often
engage in greenwashing or bluewashing strategies to maintain an illusion of sustainability while capitalizing
on high sales volumes (Sailer et al., 2022).

Positioned between fast fashion and luxury, high-street fashion offers consumers a balanced combination of
style, quality, and moderate pricing. However, there is no universally agreed-upon definition of “high-street
fashion” in academic or industry discourse. The term broadly refers to mainstream, accessible fashion sold by
retailers with physical storefronts in urban commercial districts (Crewe, 2017). High-street brands bridge the
gap between the affordability of fast fashion and the prestige of luxury brands, often prioritising trend-driven
designs while incorporating slightly better-quality materials and ethical practices than fast fashion counterparts
(Barnes & Lea-Greenwood, 2006). Unlike luxury fashion, high-street brands lack exclusivity and artisanal
craftsmanship but appeal to consumers seeking durability, design, and responsible production at accessible
prices (Jackson & Shaw, 2009). Critically, the term’s ambiguity stems from its overlap with fast fashion in
terms of rapid trend adoption, though high-street brands often distinguish themselves through marginally
improved labour standards and sustainability claims (Pookulangara & Shephard, 2013).

Luxury fashion is defined by its exclusivity, exceptional craftsmanship, and premium pricing. This segment
targets consumers who value high quality, uniqueness, and the status associated with owning luxury products
(Kapferer & Bastien, 2012). Brands in this segment often emphasize artisanal techniques, heritage, and a strong
narrative of quality and exclusivity. In recent years, sustainability and ethical practices have gained prominence
even within luxury fashion, as consumers increasingly demand transparency, responsible sourcing, and

environmental accountability (Wang & He, 2022). Luxury brands are gradually integrating sustainable
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practices into their production processes, driven by both regulatory pressures and shifting consumer
expectations, which often view sustainability as a hallmark of true luxury (Cavender & Hellebrandt, 2020).
Consumer attitudes toward luxury sustainability vary across generations. A study on young Italian
consumers indicates that while they appreciate sustainable practices in luxury fashion, they remain heavily
influenced by brand prestige and exclusivity (Pencarelli et al., 2019). The integration of slow fashion principles
into luxury markets is becoming more prominent as brands seek to balance exclusivity with sustainability.
Studies on slow fashion within luxury contexts suggest that some brands successfully integrate circular
economy models, reducing waste and improving resource efficiency (MacGregor Pelikanova & Sani, 2023).
Second-hand luxury consumption has also gained traction as an alternative sustainable practice. Consumers
motivated by fashionability and environmental consciousness increasingly purchase second-hand luxury items,
reducing waste and extending product lifecycles (Ferraro et al., 2016). The second-hand market, however,
presents paradoxes regarding its contribution to sustainability, as some consumers engage in excessive

consumption under the guise of sustainability (Panju, 2024).

2.2 Emerging technologies in Fashion

Technological innovation is reshaping the fashion landscape, offering novel ways to enhance both production
processes and consumer experiences. Among the most notable technologies are blockchain, augmented reality
(AR), virtual reality (VR), artificial intelligence (Al), and Internet of Things (IoT) applications (Choi & Shen,
2017). Emerging technologies are also contributing to sustainable fashion by reducing waste, enhancing supply
chain transparency, and improving the personalisation of consumer experiences.

Blockchain has emerged as a critical tool for increasing transparency and trust within the fashion industry.
This technology enhances traceability by creating an immutable ledger that records every stage of a garment’s
lifecycle. Luxury brands are using blockchain to verify product authenticity, ensuring consumers receive
genuine items instead of counterfeits. Additionally, blockchain applications are being used to certify ethical
labour practices and promote sustainability initiatives by tracking the environmental impact of production
processes (Turker & Altuntas, 2014). In the context of upcycling, blockchain can validate the origins of

discarded materials and document their transformation into new products, offering brands a way to substantiate
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claims about circular design principles and resource efficiency (Wang et al., 2020). By providing a secure and
immutable ledger, blockchain technology can track products from raw material sourcing to the final sale,
thereby ensuring authenticity and ethical compliance throughout the supply chain (Turker & Altuntas, 2014).
This capability addresses growing consumer concerns about counterfeit goods and unethical labour practices,
as every step of the product lifecycle can be verified and audited (Saberi et al., 2019).

AR and VR technologies are revolutionizing the consumer shopping experience. Augmented reality allows
customers to virtually try on clothes and accessories, reducing the need for in-store visits and minimizing
return rates. VR, meanwhile, enables immersive fashion shows, digital fitting rooms, and virtual storefronts
that replicate the physical retail experience. Some brands are integrating AR into mobile applications to
provide interactive and personalized styling recommendations. Furthermore, these technologies help fashion
companies cut down on production waste by allowing for more accurate pre-purchase decision-making
(Javornik, 2016; Poushneh & Vasquez-Parraga, 2017). Augmented reality allows customers to virtually try on
clothes and accessories, thereby reducing the uncertainty often associated with online shopping. Virtual reality,
on the other hand, creates immersive environments that can simulate in-store experiences, which is particularly
valuable in the context of digital retail (Javornik, 2016; Poushneh & Vasquez-Parraga, 2017). These
technologies not only improve customer engagement but also help in reducing the environmental impact
associated with returns and overproduction (Pantano et al., 2017).

Artificial Intelligence applications in fashion range from demand forecasting and inventory management to
personalized marketing and design automation. Machine learning algorithms analyse consumer behaviour,
predicting trends and optimizing inventory levels to reduce overproduction. Al-powered chatbots enhance
customer service, while generative design models create unique clothing patterns based on inputted
parameters, streamlining the creative process. Additionally, Al is being used to develop smart fabrics that
adapt to body temperature and movement, improving both functionality and sustainability (Wang et al., 2019).
By analysing consumer behaviour and market trends, Al can optimize production schedules and reduce waste
(Wang et al., 2019). However, despite their transformative potential, these technologies face scepticism
regarding usability, integration challenges, and data privacy concerns. As a result, widespread adoption
remains gradual, with both brands and consumers cautiously exploring their benefits alongside potential risks

(Duan et al., 2019).
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Another transformative technology in the fashion industry is the Internet of Things (IoT). IoT-enabled smart
tags and RFID chips are being used to track garments from production to retail, providing real-time inventory
data and improving supply chain efficiency. Smart clothing embedded with sensors can monitor health
indicators or adjust fit dynamically, offering both practical and innovative applications. Moreover, [oT
technology allows brands to enhance customer engagement by providing personalized recommendations based

on user preferences and past purchases.

2.3 Sustainability in Fashion

Sustainability has become a central concern as awareness of environmental and social issues has increased.
The fashion industry is criticized for its contribution to pollution, waste, and unethical labour practices,
prompting brands to adopt more sustainable practices and emphasize transparency (Shen, 2014). Fashion’s
environmental impact includes high water consumption, pollution from dyes and chemicals, and significant
textile waste, making sustainability a pressing issue (Niinimaiki et al., 2020).

To address these challenges, companies are exploring circular economy models, eco-friendly materials, and
initiatives for supply chain transparency (Saberi et al., 2019). However, the high costs associated with
sustainable products present a barrier to accessibility, particularly for price-sensitive consumers. Additionally,
as already mentioned with Kozar and Hiller Connell (2013), while many consumers endorse sustainability in
principle, their purchasing decisions frequently prioritise convenience and affordability, highlighting an
intention-behaviour gap (Mandari¢ et al., 2022).

Efforts to make sustainable fashion more mainstream require collaboration between policymakers, brands,
and consumers. Educational initiatives, price incentives, and digital engagement strategies can encourage

consumers to adopt more ethical fashion habits, contributing to a more sustainable future for the industry.

3. Methodology

This study employed a quantitative survey methodology to explore consumer behaviour, preferences and

perceptions in the fashion industry. It focuses in particular on three specific sectors of the fashion industry,
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i.e., fast fashion, high street fashion and luxury fashion. The data analysed consists of survey responses from
a sample of 383 respondents in order to ensure demographic diversity and a representation of different
consumer habits. Survey participants were recruited via survey dedicated sites and social media groups, and
mostly using snowball sampling. This type of sampling is a non-probability method defined as yielding "a
study sample through referrals made among people who share or know of others who possess some
characteristics that are of research interest" (Biernacki & Waldorf, 1981). This approach facilitated access to
a broader and more varied participant pool, aligning with the study’s goal of capturing diverse consumer

perspectives across demographics.

3.1 Survey design

The survey was designed to address the research questions (RQ1 and RQ2) systematically by integrating
established concepts from previous literature. The eight sections constituting the survey administered are
outlined below, and the survey structure can be viewed in Appendix 1. An exclusion criterion was established
to ensure the relevance of respondents: if a participant selected "none of the above" in response to the first
question regarding their predominant shopping preference in the last six months, they were excluded from the
survey. No other exclusion criteria were applied, as the aim was to include as many participants as possible to
gain a comprehensive understanding of fashion consumers' behaviours and perceptions of the aspects central
to the survey.

First, the section on purchasing preferences focuses on consumers' choices regarding the type of fashion -
fast fashion (Joy et al., 2012), high street fashion, luxury fashion (Wang, 2022) -, the frequency of buying and
the duration of storing an item before discarding, questions adapted from Gwozdz et al. (2017). Furthermore,
in the same section, respondents were asked to rank nine different aspects by importance, as identified by
Hennings et at. (2012).

The second section, on consumer engagement with fashion brands, aims to understand how consumers
interact with these brands on social media platforms and the role that social media plays in influencing

consumer behaviour and brand engagement.
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The third section on general blockchain technology understanding assesses respondents' perceptions of
blockchain technology and its potential impact on the fashion industry. Respondents were asked to rate their
agreement with several statements on a 7-point Likert scale (1 = strongly disagree, 7 = strongly agree). The
statements were adapted from Garg et al. (2021) and aim to assess respondents' general understanding and
attitudes toward blockchain technology without prior explanation.

The fourth section on purchase intention evaluates respondents' willingness to purchase from fashion brands
that have adopted blockchain technology. Adapted from Balakrishnan and Dwivedi (2021), respondents were
asked to rate their agreement with statements such as: "I would like to purchase fashion items from a brand
that uses blockchain technology," "I would like to repeat my experience with such a brand," and "I am inclined
to purchase from a brand that uses blockchain technology to track its production process."

The fifth section, on shopping experience satisfaction, measures respondents' satisfaction with the shopping
experience when blockchain technology is applied. The statements are adapted from Yilmaz and Temizkan
(2020). They aim to assess how blockchain technology impacts the overall shopping experience and whether
it meets or exceeds consumer expectations.

The sixth section on channel choice and the shopping experience examines how different factors shape the
shopping experience based on the selected channel (physical stores, e-commerce, or both). Drawing on
Yillehto et al. (2021) and Singh and Sahay (2011), respondents were asked to evaluate the importance of
factors such as channel choice, convenience, entertainment, and social interactions. Furthermore, respondents
were prompted to indicate their preferred channel for purchasing fashion products (physical stores, e-
commerce, or both) and to assess the relevance of specific aspects connected to their chosen channel. For
physical stores, these aspects include ambience, physical infrastructure, marketing focus, convenience, and
safety. In the case of e-commerce, these factors include product information quality, user interface quality,
service information quality, purchasing process convenience, security perception, product attractiveness, and
user participation.

The seventh section, on consumer attitudes toward sustainability practices in the fashion industry, evaluates
respondents' attitudes toward sustainability in the fashion industry. Adapted from Mandari¢, Hunjet, and
Vukovi¢ (2022), the statements aim to assess how sustainability practices influence consumer purchasing

decisions and their perceptions of sustainability in the fashion industry.
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Finally, the demographic section includes variables such as age, annual income, gender, employment status
and country of residence to facilitate the analysis of the behavioural patterns of different socioeconomic
groups. These variables were selected on the basis of their documented influence on fashion consumption

patterns (Jackson & Shaw, 2001).

3.2 Hypotheses development

The study tested ten hypotheses grouped into five thematic categories to ensure a comprehensive analysis of
the key factors influencing fashion consumer behaviour by exploring the drivers and barriers of sustainable
consumption, demographic influences, and the role of technology in shaping retail experiences.

The first set of hypotheses, “Sustainable Preferences and Behaviours” (4 hypotheses), explores how
awareness, income, and marketing influence sustainable consumption and identifies barriers such as price and
availability.

These align with studies emphasizing the role of awareness, income levels, and brand communication
strategies in fostering ethical consumption patterns (Mandari¢ et al., 2022; Wang & He, 2022).

H1: Consumers informed about sustainability issues are more likely to prefer and buy from fashion brands
that leverage sustainable practices.

H2: Consumers with higher annual incomes are more likely to prioritize and purchase sustainable fashion
products.

H3: The main barriers to sustainable fashion consumption are price and availability.

H4: Sustainability-focused marketing by fashion brands positively influences consumer perceptions and

engagement.

The second set, “Demographic and behavioural insights”, comprises 2 hypotheses. It examines how
generational differences and demographic factors (e.g., gender, education, or country of residence) influence
sustainability priorities and the general engagement of consumers with this aspect. These are supported by
generational theory and prior research on demographic variations in sustainable consumption behaviour (Kozar

& Hiller Connell, 2013).
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H5: Younger consumers (Gen Z and Millennials) demonstrate greater awareness and concern for
sustainability than older generations.
H6: Demographic factors such as gender, education, and geographical location significantly influence

sustainability priorities.

The third set, “Technology Adoption and Preferences,” also comprises two hypotheses. It investigates the
impact of emerging technologies, such as blockchain, on shopping experiences and trust in fashion brands'
sustainability claims. These hypotheses reflect the growing research on the role of technology in improving
retail experiences and bridging trust gaps in sustainability claims (Saberi et al., 2019; Garg et al., 2021).

H7: Fashion brands' adoption of blockchain technology enhances the shopping experience by improving
transparency and automation, even if these factors do not directly drive purchase intent.
HS: Blockchain technology strengthens consumer trust and purchasing behaviour by addressing ethical

concerns (e.g., counterfeit risk reduction, supply chain traceability).

The fourth set, “Omnichannel shopping preferences”, consists of one hypothesis. It addresses consumers'
shopping preferences and their emphasis on convenience and flexibility. The hypothesis builds on findings by
Gwozdz et al. (2017), who identified omnichannel strategies as crucial for modern retail success.

HY: Consumers preferring omnichannel shopping experiences value convenience and flexibility more

than those favouring a single channel.

The fifth and final set focuses on the willingness to pay for sustainability. It comprises one hypothesis that
assesses whether consumers are willing to pay a higher or premium price for certified sustainable fashion
products. This is based on the work of Mandari¢ et al. (2022) on the price-sustainability trade-off in consumer
decision-making.

HI0: Consumers are willing to pay a premium for fashion products certified as sustainable or

environmentally friendly.
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3.3 Data Analysis and Visualisation

A combination of descriptive and inferential statistical techniques was employed. Descriptive statistics
provided an overview of consumer preferences, purchasing behaviours, technology adoption rates, and
demographic distribution trends.

Inferential statistical methods included chi-square tests to assess associations between categorical variables,
particularly those related to sustainability priorities and demographic factors such as gender, education, and
country of residence. Multiple linear regression was used to evaluate the predictive power of key variables,
including the influence of income and sustainability awareness on purchasing behaviour and the impact of
technology familiarity on adoption rates.

Additionally, ANOVA was conducted to identify differences in mean responses across various groups, such
as generational differences in sustainability awareness and income-based disparities in sustainable purchasing
behaviours. The software Jamovi was used to perform descriptive and inferential analyses on the data, while

Microsoft Excel was used to construct graphs to effectively show the results.

4. Empirical Findings

4.1 Sample Demographics

The survey included 383 respondents, with Figure 1 showing the gender distribution. The majority of
respondents were female (72.3%), while males represented 25.6%. A small percentage (2.1%) preferred not to

disclose their gender.
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Figure 1. Sample gender distribution
The age group 18-34 constituted the majority (70.8%) of respondents, with 41.0% (157) aged 18-24 and 29.8%
(114) aged 25-34. The remaining respondents were distributed as follows: 8.1% (31) aged 35-44, 8.4% (32)

aged 45-54, 7.3% (28) aged 55-64, and 5.5% (21) over 65.
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Figure 2. Sample age distribution

Regarding employment status, most respondents were students (52.2%) or employed individuals (33.2%).
Smaller percentages included the self-employed (7.6%), retired individuals (5.5%), and unemployed

respondents (1.6%).
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Figure 3. Sample employment status distribution

Annual income data indicated that 39.2% of respondents earned less than £10,000 (€11,700), while 49.1%
reported incomes between £10,000-39,999 (€11,700-46,798). Smaller percentages earned between £40,000-
69,999 (€46,799-81,897) and £70,000-99,999 (€81,898-116,996), at 7.6% and 2.3%, respectively. Only 1.8%
of respondents reported earnings over £100,000 (€116,997).
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Figure 4. Sample annual income distribution
4.2 Descriptive Statistics

This section presents an overview of respondents’ fashion preferences and responses to Likert-scale items,

using descriptive statistics to highlight key trends and insights.
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Fashion Categories and Purchase Frequency. High-street fashion emerged as the most popular shopping
preference among respondents (51.4%), followed by fast fashion (40.6%). Luxury fashion was less commonly

chosen and preferred by only 7.0% of respondents.
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Figure 5. Fashion category preferences over the last six months

In terms of purchase frequency over the past six months, 40.5% of respondents bought 1-4 fashion items, while

32.6% purchased 5-9 items. A smaller group (5.2%) reported buying more than 20 items.
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Figure 6. Number of fashion items bought in the last six months
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Most respondents (38.1%) reported keeping fashion items for five years or more, indicating a strong preference

for long-term use. This was closely followed by 35.2% of respondents who keep items for 3—4 years. Together,

these two categories represent 73.3% of the total responses, indicating a strong preference for extended use of

fashion items.
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Figure 7. Fashion Item Retention Periods Reported by Respondents

Shopping Experience Factors. A smaller yet notable portion of respondents (20.9%) stated that they keep

fashion items for 1-2 years. Even though it indicates a shorter retention period than the ones highlighted before,

it still emphasizes the importance of durability and lasting value in fashion purchases. Only a minority reported

discarding fashion items within less than a year (3.7%) or less than six months (2.1%).

Table 1. Influencing factors in shopping experience

Please rate by importance how much the Mean Median SD CV (%)
following aspects influence your shopping

experience in terms of fashion:

Channel choice (physical store, e-commerce) 496 5 1.55 31.25
Convenience 542 6 1.35 24.90
Entertainment 3.68 4 1.65 44.84
Social Interactions 3.77 4 1.70 45.10

The data highlights several key factors that influence the shopping experience in the fashion industry, with

convenience and channel choice emerging as the most critical aspects.
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Convenience is rated the highest, emphasizing that ease of shopping, whether through quick transactions,
easy navigation, or accessibility, is significant for consumers. For this reason, fashion retailers should ensure
that the shopping process is as effortless as possible for their customers.

Channel choice also plays a relevant role. The high mean score indicates that consumers value the
availability of both physical and online shopping options.

In contrast, entertainment and social interactions are rated lower in importance. From the answers
collected, we can affirm that for some consumers, entertainment and social elements enhance the shopping

experience, while for others, these factors are less critical.

Table 2. Affordability vs Style

Mean SD CV (%)
How important is affordability in 8.05 1.75  21.74
your decision to buy fashion
products?
How important is style in your 7.94 1.86 2342
decision to buy fashion products?

The findings indicate that both affordability and style are important factors influencing consumers’ decisions
to purchase fashion products.

Affordability has a slightly higher mean score (8.05) than style (7.94), emphasizing that price considerations
are marginally more critical for consumers when deciding on fashion purchases. This insight suggests that
fashion brands should prioritize competitive pricing strategies to attract and retain cost-conscious customers.

Style also plays a crucial role, with a mean score just below that of affordability. The higher variability in
responses for style suggests that while it is generally important, individual preferences for style may vary more

widely than those for affordability.
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Figure 8. Preferred Channel for purchasing fashion items

The data reveals a varied set of consumer preferences for shopping channels in the fashion industry. The largest
proportion (45.2%) favours physical stores, followed closely by 41.0% who prefer a combination of physical
and online shopping, reflecting an increasing trend towards omnichannel retailing. A smaller segment,
comprising 13.8% of respondents, exclusively prefers e-commerce platforms for purchasing fashion items.
Social media engagement. The data indicates that a slight majority of respondents (53.8%) do not follow
fashion brands on social media. In contrast, 46.2% do, suggesting that a significant portion of the sample

recognizes the value of engaging with fashion brands through social media platforms.
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Figure 9. Percentage of Respondents Following Fashion Brands on Social Media
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Nearly half of the respondents (48.3%) reported not making purchases influenced by social media
advertisements. In contrast, a slight majority (51.7%) indicated that they made purchases prompted by social

media advertisements from fashion brands.

= No

= Yes

Figure 10. Impact of Social Media Advertisements on Respondents’ Fashion Purchases

Blockchain technology’s role perception. The findings indicate a generally neutral perception of blockchain
technology’s role in transforming the fashion industry. High mean scores across all statements reflect strong
agreement on blockchain’s potential benefits, such as improved transparency, consumer trust and data

accuracy, reduced counterfeit risks, and automated transactions.

Table 3. Blockchain level of awareness and understanding

Please indicate the extent to which you agree Mean Median SD CV (%)
with the following statements.

Blockchain technology will improve the 4.32 4 1.41 32.64
transparency in the fashion supply chain.

Blockchain technology will increase the trust the 4.34 4 1.43 32.95
consumer has toward a particular fashion brand.

Blockchain technology will increase data 4.65 5 1.44 30.97

accuracy in terms of traceability of materials and
products in the fashion industry.

Blockchain technology will reduce the risk of 4.48 4 1.53 34.15
buying counterfeit products in the fashion

industry.

Blockchain technology will automate actions and 4.61 5 1.25 27.11

transactions between parties.
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The survey results reveal generally positive perceptions of blockchain technology’s impact on the fashion
industry.

In detail, respondents believe that blockchain will improve transparency in the fashion supply chain, with a
mean score of 4.32. Conversely, the standard deviation of 1.41 indicates some variability in opinions, showing
that while many agree, some are less convinced.

Regarding consumer trust, the mean score of 4.34 suggests a strong belief in blockchain’s potential to
enhance trust in fashion brands. The standard deviation of 1.43 reflects a similar level of variation, highlighting
differing degrees of agreement among respondents.

The highest mean score of 4.65 resulted from the statement on improving data accuracy and traceability,
suggesting strong support for this benefit. However, the standard deviation of 1.44 shows that not all
respondents felt equally strongly about it.

For reducing counterfeit products, the mean score was 4.48, indicating a positive outlook. However, the
higher standard deviation of 1.53 suggests a broader range of opinions.

Finally, the automation of actions and transactions received a mean score of 4.61, with the lowest standard

deviation of 1.25, indicating a more consistent agreement among respondents.

Table 4. Fashion brands’ blockchain adoption — Purchase Intention
If a fashion brand has adopted blockchain Mean Median SD CV (%)

technology,

If a fashion brand has adopted blockchain 4.54 5 .32 29.07
technology, I would like to purchase fashion

items from that brand.

If a fashion brand has adopted blockchain 4.52 5 1.25 27.65
technology, I would like to repeat my experience

in purchasing fashion items from that brand.

If a fashion brand has adopted blockchain 4.15 4 1.37 33.01

technology, I will execute my next purchase from
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that fashion brand because it uses blockchain

technology to track its production process.

If a fashion brand has adopted blockchain 4.35 4 1.38 31.72
technology, I am inclined to purchase fashion

items from that brand.

The integration of blockchain technology by fashion brands seems to have a positive effect on consumer
purchasing intentions and behaviours. This influence is evident in the following key findings:

1. Interest in Purchasing. With a mean rating of 4.54 and a standard deviation of 1.32, respondents
generally show strong interest in purchasing from brands that use blockchain technology. While the
overall sentiment is positive, the variation in responses indicates some differing opinions.

2. Willingness to Repeat Purchases. The mean rating of 4.52, with a standard deviation of 1.25, shows
that respondents are likely to make repeat purchases from these brands. Again, the responses are
mostly positive but exhibit some variation.

3. Influence on Next Purchase. The mean rating of 4.15 and a standard deviation of 1.37 indicate that
blockchain technology somewhat influences the decision for the next purchase. Although the average
response is favourable, there is a broader range of opinions here.

4. Overall Inclination to Purchase. With a mean of 4.35 and a standard deviation of 1.38, respondents
generally feel inclined to purchase from these brands. The range of responses indicates that while

many consumers are enthusiastic, others show varying degrees of interest.

Table 5. Fashion brands’ blockchain adoption — Shopping Experience Satisfaction
If the fashion brand you're buying products Mean Median SD CV (%)

from has adopted blockchain technology,

I would be entirely satisfied with using 4.43 5 1.44 32.50
blockchain technology applications during my

shopping experience.
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If a fashion brand has adopted blockchain 4.30 4 1.30 30.23
technology, I would like to repeat my experience

in purchasing fashion items from that brand.

Blockchain technology application usage is an 4.46 5 1.33 29.82

ideal fashion retail technology.

The findings highlight a positive perception of blockchain technology applications in the fashion retail sector.
The high mean scores across all statements reflect a consensus that could be defined as general on the benefits
and satisfaction associated with blockchain technology.

The statement regarding satisfaction with blockchain technology during shopping experiences underscores
a high level of consumer approval, with a mean score of 4.43. This suggests that consumers are likely to be
pleased with the integration of blockchain technology in their shopping processes.

The statement about benefits exceeding expectations, with a mean score of 4.30, indicates that respondents
believe blockchain technology not only meets but can exceed their expectations, enhancing their overall
shopping experience.

Lastly, the highest mean score of 4.46 for the statement on blockchain technology being an ideal fashion
retail technology suggests a strong belief in the suitability and potential of blockchain for revolutionizing the

fashion retail industry.

4.3 Inferential statistics

This study employs inferential statistics to explore potential associations among various aspects. First, chi-
square analysis is discussed, followed by multiple linear regression analysis and the analysis of variance

(ANOVA).

4.3.1 Chi-Square Analysis

A chi-square analysis was conducted to ascertain whether a significant relationship exists between gender and
dominant shopping preferences. The analysis was performed at a 95% confidence level, with an alpha (o)) of

0.05, indicating a 5% threshold for determining statistical significance.
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Figure 11 shows no significant association between gender and shopping preference, y*(4, N =383) =6.02, p
= 0.198. Among females, 42.2% preferred fast fashion, while 51.6% favoured high-street fashion. Males
showed similar preferences, with 39.8% choosing fast fashion and 50.0% choosing high-street fashion. Both
genders showed lower preferences for luxury fashion, with only 6.1% of females and 10.2% of males selecting

this category. This suggests that gender does not significantly influence shopping preferences in this sample.
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Figure 11. Gender-Based Distribution of Fashion Shopping Preferences

A significant association was found between age and shopping preference, ¥*(10, N =383) =21.6, p=0.017.
Younger respondents (18-24 years) predominantly preferred fast fashion (46.5%) and high-street fashion
(49.0%), as shown in Fig.12. In contrast, luxury fashion preferences were more evenly distributed across all

age groups, with the highest interest observed among respondents aged 35-44 (16.1%).
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Figure 12. Age-Based Distribution of Shopping Preferences

No significant association was observed between annual income and shopping preference, ¥%(25, N = 383) =
23.3, p = 0.559. As evident from Figure 13, fast fashion was most popular among respondents earning less
than £10,000 (€11,700), while high-street fashion was preferred across multiple income groups. Respondents
with incomes above £100,000 (€116,997) did not exhibit a strong preference for any specific shopping

category.
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Figure 13. Distribution of Shopping Preferences Across Annual Income Levels
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The chi-square test showed no significant association between employment status and shopping preference,
(8, N = 383) = 14.6, p = 0.068. Students represented the largest group preferring fast fashion (47.5%) and

high street fashion (48.0%). Luxury fashion was more popular among the self-employed (17.2%).
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Figure 14. Distribution of Shopping Preferences Across Employment Status

The analysis revealed no significant association between the number of fashion items bought and shopping
preference, ¥*(10, N = 383) = 9.29, p = 0.505. Most respondents, regardless of their shopping preference,

bought between 1-4 fashion items in the past six months.
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Figure 15. Distribution of Fashion Items Bought Across Shopping Preferences

A significant association emerged between the duration of keeping fashion items and shopping preference,
(8, N =383) =20.5, p = 0.009. Respondents who kept items for 5 years or more were more likely to prefer
high-street fashion (63.0%) and luxury fashion (48.1%), while those who kept items for 1-2 years showed a

stronger preference for fast fashion (56.3%), as shown in Figure 16.
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Figure 16. Association Between Item Retention Duration and Shopping Preference
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A notable association was observed between the duration of keeping fashion items and age group, ¥*(20, N
=383)=28.8, p=0.092. While the relationship does not reach conventional statistical significance (p > 0.05),
clear trends emerge regarding how different age groups approach fashion item retention. Younger respondents
(18-34 years) were more likely to discard fashion items within 1-2 years or 3-4 years, with 18-24-year-olds
(22.9%) and 25-34-year-olds (19.1%) showing the highest proportion of short-term retention. In contrast, older
respondents (45 and above) demonstrated a greater tendency to keep fashion items for 5 years or more,
particularly among those aged 55-64 (60.7%) and over 65 (57.1%).

Furthermore, a small but noticeable segment of younger respondents reported discarding fashion items
within less than 6 months or less than a year, suggesting a higher engagement with fast fashion and shorter
product life cycles in this demographic. These results highlight how age influences fashion consumption
behaviours, with younger consumers showing a higher turnover rate while older groups tend to prioritize

longevity in their wardrobe choices.
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Figure 17. Association Between Item Retention Duration and Age Group

A statistically significant association was found between the duration of keeping fashion items and gender,
v*(8, N=383)=15.5, p=0.05. The results suggest that women tend to retain fashion items for longer durations
compared to men.

Women were more likely to keep fashion items for 5 years or more (41.9%) compared to men (27.6%).
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In contrast, men were more likely to discard items within 1-2 years (30.6%) or 3-4 years (31.6%) than
women, who were more likely to keep them for a longer period.

A small but notable proportion of respondents who preferred not to disclose their gender exhibited similar
patterns to men, with a slight inclination toward long-term retention.

Short-term disposal (less than 6 months or less than a year) was relatively low across all gender groups but
marginally higher among men and women compared to those who preferred not to answer.

These findings highlight that gender plays a role in fashion consumption behaviours. Women exhibit

stronger tendencies toward long-term retention, while men show a preference for shorter cycles of fashion item
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Figure 18. Association Between Item Retention Duration and Gender

A significant association was found between the duration of keeping fashion items and employment status,
¥*(16, N =383) =30.9, p = 0.014. This suggests that employment status plays a role in determining how long
individuals retain their fashion items before discarding them.

Students showed the highest likelihood of discarding fashion items within 1-2 years (24.0%) or 3-4 years

(38.5%), indicating a tendency toward faster fashion consumption cycles. However, a significant portion
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(32.0%) also reported keeping items for 5 years or more, highlighting a potential divide in fashion retention
habits among students.

Employed individuals were more evenly distributed, with a substantial proportion keeping items for 5 years
or more (45.7%), but many also discarding them within 3-4 years (34.6%).

Retired individuals (61.9%) and self-employed individuals (24.1%) had the highest retention rates for 5
years or more, showing a stronger preference for long-term fashion use.

Short-term disposal (less than 6 months or less than a year) was minimal across all employment groups but
was slightly more common among students and self-employed individuals.

These findings indicate that employment status influences fashion retention behaviour, with students and
younger professionals exhibiting faster turnover rates, while retired and self-employed individuals tend to keep

their fashion items for longer durations.
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Figure 19. Association Between Item Retention Duration and Employment Status

No significant association was found between the duration of keeping fashion items and income level, ¥*(20,
N =383) = 17.2, p = 0.642. This suggests that income does not play a decisive role in how long individuals
retain fashion items before discarding them.

However, some trends emerge in the data:

Individuals in the lower income brackets (<£10,000 and £10,000-£39,999) exhibit a more diverse range of

retention behaviours, with a notable portion discarding items within 1-2 years (31.0% and 42.0%) or 3-4 years
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(60.0% and 59.0%). Still, a significant share of respondents in these groups retain items for 5 years or more
(48.0% and 78.0%, respectively).

In the higher income brackets (£40,000 and above), respondents also show varied behaviours, but the sample
sizes are smaller. Individuals earning £40,000-£69,999 were the most likely to keep items for 5+ years (13.0%),
while those in £100,000+ brackets were divided between long-term retention and shorter cycles.

Short-term disposal (less than 6 months or less than a year) remains relatively low across all income levels,
suggesting that fashion item retention behaviour is not strongly dependent on financial capability.

These findings indicate that income level does not significantly dictate fashion retention habits, as

individuals across different income groups exhibit similar tendencies toward both short-term and long-term

retention.
78
48
42
31
13
1
. 0
0 0 0 0
N mEl ERER_ - .Em —
Less than 10,0008 (less 10,000€ to 39,999¢ 40,000€ to 69,9998 70,000£1099,999€  100,000€ or more (116,997€
than 11,700€) (11,700€ to 46,798€) (46,799€ to 81,897€) (81,898€ to 116,996€) or more)

m1-2years m3-4years M5yearsormore M Lessthan&months mLessthanayear

Figure 20. Association Between Item Retention Duration and Annual Income

4.3.2 Multiple Linear Regression Analysis

A multiple linear regression analysis was conducted to assess the impact of consumers’ perceptions of
blockchain technology on their purchase intentions in the fashion industry. The model was significant, F(5,

377) =40.9, p < .001, indicating that the selected predictors explained substantial variation in purchase intent.
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Model fit statistics included an R value of 0.593, showing a moderate correlation between the predictors and

purchase intent. An R? of 0.352 indicated that 35.2% of the variance in purchase intent is explained by the

model, with an adjusted R? of 0.343 confirming the model’s robustness. AIC (1078) and BIC (1106) values,

along with an RMSE of 0.971, further validated the model’s fit.

Predictors of Purchase Intent. The regression analysis revealed specific predictors of purchase intent based

on consumers’ perceptions of blockchain technology:

Transparency in the Fashion Supply Chain: A significant predictor of purchase intent (Estimate =
0.1791, p =0.006), indicating that consumers who believe blockchain enhances transparency are more
likely to have increased purchase intentions. This emphasizes transparency as a critical factor, likely
due to ethical concerns in fashion.

Consumer Trust Towards a Brand: Another significant predictor (Estimate = 0.1581, p = 0.011),
showing that blockchain’s potential to boost trust can positively influence purchase intent. This finding
suggests that brands using blockchain may enhance their credibility and appeal to consumers.

Data Accuracy and Traceability: This factor did not significantly influence purchase intent (Estimate
=0.0544, p = 0.380), suggesting that while accuracy and traceability are valued, they may not be as
immediately persuasive for consumers as transparency and trust.

Risk of Buying Counterfeit Products: Significantly predicted higher purchase intent (Estimate =
0.1569, p = 0.002), suggesting that consumers appreciate blockchain’s potential to verify product
authenticity, addressing a key concern in the fashion industry.

Automation of Actions and Transactions: This predictor did not significantly impact purchase intent
(Estimate = 0.0161, p = 0.756), indicating that automation, although beneficial, may not be a primary

factor in consumers’ purchasing decisions.
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Figure 21. Predictors of Purchase Intent: Coefficients and Confidence Intervals

4.3.3 Analysis of Variance (ANOVA)

Within-Subjects Effects. The Repeated Measures ANOVA results highlight significant differences in how
various factors influence consumers’ shopping experiences, particularly regarding sustainability and emerging
technologies. The ANOVA identified notable differences in the importance attributed to shopping experience
factors, with a significant effect (F =179, p <.001). This finding was consistent across the Greenhouse-Geisser
and Huynh-Feldt corrections (F = 179, p < .001), applied due to a violation of the sphericity assumption
indicated by Mauchly’s test (W = 0.528, p <.001).

Between-Subjects Effects. The analysis indicated a residual sum of squares of 1916 with 382 degrees of
freedom and a mean square of 5.02. Although specific p-values were not provided, these values reflect the
robustness of the between-subjects findings.

Post Hoc Tests. Post hoc comparisons further clarified the importance consumers place on different
shopping experience factors. “Channel Choice” was rated significantly lower than “Convenience” (t = -6.92,
p <.001) but higher than “Entertainment” (t = 12.19, p <.001) and “Social Interactions” (t = 11.03, p <.001).
Additionally, “Convenience” was rated significantly higher than both “Entertainment” (t = 18.51, p < .001)
and “Social Interactions” (t=16.50, p <.001), underscoring the varying levels of importance attributed to each
factor.

Estimated Marginal Means. The estimated marginal means provided further insight into these differences.

“Convenience” was rated as the most important aspect (M = 5.42), followed by “Channel Choice” (M = 4.96).
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“Entertainment” and “Social Interactions” received lower mean ratings (M = 3.68 and M = 3.77, respectively).
These findings suggest that while each factor is valued, consumers prioritise convenience above all else in

their shopping experiences.
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Figure 22. Shopping Experience Aspects Based on Estimated Marginal Means

5. Discussion
The findings highlight the interplay between consumer preferences and behaviour in the fashion industry. This
industry is shaped by tensions reflecting societal and market dynamics. Rather than obstacles, these tensions
can be seen as opportunities for brands to balance competing priorities and adapt to changing demands.
This aligns with paradox theory (Smith & Lewis, 2011), which posits that contradictions like sustainability vs.

affordability are not mutually exclusive but interdependent, requiring dynamic strategies to harmonise them.
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5.1 Consumer Priorities: Affordability, Sustainability, and the Paradox of Intention

The results highlight the centrality of affordability in consumer decision-making, slightly exceeding style
(mean = 8.05 vs. 7.94). Affordability remains the main factor in the decision-making process, closely followed
by style. The attractiveness of fast fashion in terms of cost contrasts with the growing consumer preference for
durability and sustainable consumption. This mirrors the “attitude-behaviour gap” (Mandari¢ et al., 2022), and
it correlates with the economic realities of the analysed sample, reinforcing price sensitivity as a primary factor
in markets dominated by fast fashion (Bhardwaj & Fairhurst, 2010). Furthermore, this duality illustrates the
tension between sustainability aspirations and pragmatic consumption habits, as theorised in the gap between
intentions and behaviour (Carrington et al., 2014). Price and availability barriers have further worsened this
gap, supporting H3 and highlighting systemic challenges in scaling sustainable fashion (Kozar & Hiller

Connell, 2013).

H1 (Sustainability Awareness and Preferences): Supported with limitations. Consumers informed about
sustainability issues showed a preference for brands with sustainable practices, aligning with prior
research (Mandari¢ et al., 2022). However, the gap between awareness and action persists, particularly
among younger, price-sensitive demographics.

H3 (Barriers to Sustainable Fashion): Supported. Price and availability were cited as primary barriers,
consistent with studies highlighting the accessibility challenges of sustainable fashion (Kozar & Hiller
Connell, 2013).

H10 (Willingness to Pay for Sustainability): Partially supported. While some consumers expressed
willingness to pay a premium for sustainable products, this was contingent on affordability, particularly

among lower-income groups.

5.2 Omnichannel Strategies, Convenience and Flexibility

The retail landscape is increasingly characterised by omnichannel strategies, which combines the tactile and

social appeal of physical shops with the convenience and accessibility of online platforms, fulfilling different
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consumer expectations. Examples of this can be found in post-pandemic trends like BOPIS (Buy Online, Pick
Up In-Store).

Convenience emerged as the primary factor shaping shopping experiences (mean = 5.42), surpassing channel
choice (mean = 4.96), entertainment, and social interactions. These findings validate H9 and emphasise the
necessity for frictionless, flexible retail models (Gwozdz et al., 2017). However, the subdued role of
entertainment and social interactions implies that experiential marketing—often hailed as essential in digital
retail—may need recalibrating to align with consumer priorities.

H9 (Omnichannel Preferences): Supported. Consumers valuing omnichannel experiences prioritized
convenience and flexibility, underscoring the importance of integrated retail strategies (Gwozdz et al.,

2017).

5.3 Technological Perceptions: Blockchain’s Potential and Pragmatic Limits

Emerging technologies such as blockchain can improve transparency and trust but have a limited direct impact
on purchase decisions. In detail, consumers regarded blockchain favourably for enhancing supply chain
transparency (mean = 4.32) and mitigating counterfeit risks (mean = 4.48), supporting H7 and H8. However,
its direct impact on purchase intent remained neutral, highlighting a disconnect between ethical assurance and
actionable trust. This correlates with studies suggesting that technological novelty alone cannot surpass

foundational motivators such as affordability (Saberi et al., 2019).

H7 (Blockchain and Shopping Experience): Supported. Blockchain adoption enhanced perceptions of
transparency and trust, though its impact on purchase intent was indirect, emphasizing the need for clear
consumer benefits.

H8 (Blockchain and Trust): Supported. Blockchain’s potential to address ethical concerns (e.g.,
counterfeit reduction) strengthened trust, aligning with studies on technology’s role in bridging trust gaps

(Saberi et al., 2019).
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5.4 Demographic Nuances: Income, Generational Divides, and Ethical Trade-Offs

Higher-income respondents demonstrated stronger inclinations towards sustainability (H2 partially supported),
yet income did not significantly influence purchasing patterns, as affordability constraints affected all cohorts.
Generational divides further complicated this dynamic: younger consumers (Gen Z and Millennials) exhibited
increased ethical awareness (HS5 supported) but disproportionately preferred fast fashion, due to financial
barriers, unlike older generations. This reflects the dissonance between aspirational values and economic
realities (Niiniméki et al., 2020). Gender and education displayed limited impact on sustainability priorities
(H6 partially supported), suggesting that ethical consumption is shaped by a complex interplay of cultural,

economic, and psychological factors beyond mere demographics.

H2 (Income and Sustainable Purchases): Partially supported. While higher-income respondents
exhibited greater interest in sustainable fashion, affordability remained a barrier for the majority,
reinforcing the price-sustainability trade-off (Mandari¢ et al., 2022).

HS (Generational Awareness): Supported. Younger consumers (Gen Z and Millennials) demonstrated
greater sustainability awareness, though their purchasing behaviour often prioritized affordability and
trends, reflecting the intention-behaviour gap (Carrington et al., 2014).

H6 (Demographic Influences): Partially supported. While age and income influenced sustainability
priorities, gender and education showed weaker associations, highlighting the complexity of demographic

factors in shaping ethical consumption.

5.5 Social Media Engagement vs. Influence

Social media proves more impactful for visibility than direct purchases. While 46.2% of consumers follow
fashion brands on social media, only 51.7% report ad-influenced purchases. This disparity highlights social
media’s role as a platform for brand awareness rather than conversion of direct sales. For instance,
#HaulCulture videos on TikTok—where influencers showcase bulk purchases of fast-fashion items (i.e.,
Shein) —drive significant engagement (Fong et al., 2022). However, this visibility often prioritises quantity

over sustainability, contrasting with campaigns that leverage social media to promote mindful consumption.
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The key is aligning influencer partnerships with verifiable actions. SHEIN’s affiliate and ambassador
programs, which incentivize micro-influencers to post haul videos in exchange for free products or
commissions, exemplify how brands harness peer-driven trust (Fong et al., 2022). Conversely, initiatives like
Gucci’s “Off the Grid” line use Instagram to showcase blockchain-tracked supply chains, merging visibility
with accountability.

The findings indicate that brands need to create campaigns that go beyond superficial engagement. These
campaigns should leverage authenticity and value alignment to bridge the gap between digital interactions and

transactional intent (H4 supported but with limitations).

H4 (Sustainability Marketing): Supported, with limitations. Sustainability-focused marketing positively
influenced perceptions, though its impact on purchasing behaviour was less pronounced. This suggests a

need for more compelling value propositions.

In conclusion, the hypotheses can be summarised as follows:

e HI1, H3-HS: Sustainability awareness and marketing positively shape perceptions, yet structural
barriers (price, availability) and generational trade-offs (ethics vs. affordability) perpetuate the
intention-behaviour gap.

e H2, H6, H10: Income and demographics influence attitudes but fail to override systemic affordability
challenges, underscoring the need for equitable pricing strategies.

e H7-H9: Blockchain and omnichannel strategies enhance trust and convenience, yet their impact is

secondary to core motivators like cost and style.

6. Conclusion

This study explores the complex dynamics of consumer behaviour in the fashion industry, focusing on the
interplay between sustainability, affordability, and technological innovation. The findings reveal that while
affordability remains the primary driver of purchasing decisions, there is a growing awareness of sustainability

and cautious optimism toward emerging technologies like blockchain. These insights align with paradox
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theory, which suggests that competing priorities such as sustainability and affordability are not mutually
exclusive but can be harmonised through innovative strategies.

The fashion industry is at a critical point where tensions between aspects like sustainability, affordability,
and technological innovation present challenges and opportunities. By implementing innovative strategies that
reconcile these conflicting priorities, brands could turn contradictions into drivers of industry evolution.

In detail, affordability appears as the most critical factor influencing consumer decisions, slightly
outweighing style. However, there is a latent preference for sustainable practices, particularly among younger
consumers. Despite this, a significant gap exists between sustainability awareness and actual purchasing
behaviour, primarily due to price and availability barriers.

Consumers increasingly value convenience and flexibility, favouring omnichannel shopping experiences
that blend online and offline retail. While convenience is paramount, entertainment and social interactions play
a lesser role in shaping shopping experiences.

Furthermore, emerging technologies like blockchain are viewed positively because they have the potential
to enhance transparency and trust in the fashion supply chain. However, their direct impact on purchase intent
is limited, suggesting that technological innovation alone cannot override core consumer motivators like cost
and style.

While social media is a powerful tool for brand visibility, its influence on direct purchasing decisions is
more limited. Consumers engage with brands on social platforms, but this does not always translate into
sustainable purchasing behaviour. Younger generations (Gen Z and Millennials) show greater awareness of
sustainability issues but are more likely to prioritize affordability and fast fashion due to financial constraints.
Higher-income consumers exhibit stronger inclinations toward sustainable fashion, though affordability

remains a barrier across all income levels.

6.1 Theoretical and Practical Implications

The findings contribute to paradox theory by illustrating how competing priorities in the fashion industry—
such as sustainability and affordability—can coexist and be managed through dynamic strategies. For brands,
this means adopting hybrid approaches that balance ethical practices with economic realities. For instance,

initiatives like H&M’s “Conscious Collection” and Uniqglo’s “LifeWear” demonstrate how sustainability can
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be reframed as an accessible choice. Additionally, technologies like blockchain and Al can enhance
transparency and reduce waste, but their integration must align with consumer expectations for convenience

and affordability.

6.2 Future Research Directions

Future research should extend beyond the current sample, which is mainly from Europe and North America,
to include insights from regions such as South Asia and sub-Saharan Africa. This would provide a more
comprehensive understanding of how cultural and economic factors influence sustainable fashion
consumption.

Although this study focused on blockchain, future research could explore the effects of other emerging
technologies, such as Al-driven personalisation, 3D virtual sampling and IoT-enabled garment tracking. These
technologies have the potential to minimise overproduction and waste, but their adoption and consumer
confidence require further testing.

Ultimately, longitudinal studies could monitor the evolution of consumer behaviour over time, especially as
new generations gain purchasing power. Furthermore, merging self-reported data with behavioural metrics,
such as records of actual purchases, could offer a more precise understanding of the gap between intentions

and behaviour.
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CONCLUSIONS

This dissertation investigates the transformative journey of the luxury fashion industry's transformative
journey, balancing sustainability and digital innovation while maintaining its craftsmanship, heritage, and
exclusivity. It focuses on understanding how digital technologies reshape business models, operational
practices, and consumer relationships within this sector.

The first chapter reveals a shift in the academic discourse regarding the luxury fashion industry through the
bibliometric analysis of 560 articles (1999-2024). Early studies focused on branding and status signalling
(Kapferer & Bastien, 2012; Fionda & Moore, 2009), whereas recent themes highlight digital transformation
(e.g., blockchain, Al) and sustainability (Choi, 2019; Zollo et al., 2020). Six clusters emerged, including
consumer-centric branding, digital engagement, and sustainability, with understudied areas such as SME
adaptation and Gen Z’s redefinition of luxury.

The second chapter shows the importance of organisational adaptation. In fact, the case study of Dyloan
Bond Factory, an Italian SME, highlighted the challenges and opportunities of digital transformation. It
allowed the identification of the main enablers, which included strategic partnerships and digital literacy, and
barriers, involving non-standardised IT systems and a slight resistance to change in some situations to a greater
extent than others (Bertola & Teunissen, 2018; Cabigiosu, 2020). This case study showed how an SME has
been capable of blending traditions (i.e., craftsmanship) with Industry 4.0 technologies such as additive
manufacturing, laser cutting, and 3D prototyping (Stratasys, 2022).

The third chapter shifted the focus from the small reality of fashion SMEs to big conglomerates such as
LVMH, Kering, Capri Holdings, and PVH. A text-mining analysis of sustainability reports from these luxury
fashion brands uncovered a gap between symbolic disclosures and actionable metrics (Wells et al., 2021;
Karaosman et al., 2015). While themes such as the circular economy and carbon neutrality dominated,
technologies such as blockchain or IoT remained underutilised in aligning sustainability strategies with
management control systems (MCSs) (Gazzola et al.,, 2024; Lu & Franco 2021). The EU Corporate
Sustainability Reporting Directive (CSRD), validated in 2022 and effective from 2024, was recognised as a
promoter for the standardisation of sustainability reports.

After analysing the current state of the luxury fashion industry from the perspective of small and medium-

sized enterprises as well as holding companies, the fourth chapter aims to understand how consumers approach
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the fashion industry. A survey of 383 consumers revealed a persistent "attitude-behaviour gap" (Carrington et
al., 2014). Although Gen Z prioritised sustainability, affordability and style remained dominant in purchasing
decisions (Mandaric et al., 2022). Blockchain adoption was viewed positively for enhancing transparency but
had a limited direct effect on purchase intent, underscoring the necessity for consumer education and value
alignment (Saberi et al., 2019; Garg et al., 2021).

As the luxury fashion industry lies at the intersection of tradition and innovation, this thesis emphasises the
function of technology as a responsible growth factor rather than a disruptive one. By addressing the tensions
between tradition and innovation, as well as exclusivity and transparency, the industry can create a future in
which timeless craftsmanship coexists with sustainable responsibility. The results encourage a holistic
approach. In today's dynamic landscape, the true value of luxury fashion lies not only in its preservation but
also in its innovation. Digital tools enhance sustainability, SMEs thrive on adaptive strategies and consumer
demands are seen as a driver for systemic change.

Table 1. Summary of Chapter Findings and Theoretical Contributions

Chapter Level Main Findings Theoretical Contribution

Chapter 1 Macro Shift in research from Confirms  growing  paradox
Academic trends branding/status to digital and discourse in literature; identifies

sustainability underexplored areas (e.g., Gen Z,
SMEs)

Chapter 2 Meso SMEs can successfully adopt digital — Digitainability operationalised in
SME strategy tools while preserving identity small-scale luxury production

Chapter 3 Meso Reports emphasize ideals but lack Highlights role of tech (e.g.,
MCS & tech-enabled accountability blockchain) in aligning MCSs
sustainability with real sustainability

Chapter 4 Micro Consumers value sustainability but ~ Reveals attitude-behavior gap;
Consumer prioritize affordability/style tech trust doesn’t fully drive
behavior purchase intent

Table 1 synthesises the dissertation’s empirical findings and theoretical contributions across its four chapters,
anchoring them within the macro-meso-micro levels. At the macro level (Chapter 1), the shift in academic
discourse from branding to digital and sustainability themes underscores the growing scholarly engagement
with paradoxes inherent to luxury fashion while exposing gaps in understanding Gen Z’s influence and SME
adaptation. The meso-level analyses—spanning SME strategy (Chapter 2) and conglomerate management
control systems (Chapter 3)—reveal contrasting realities: SMEs exemplify how Digitainability can harmonise

tradition with digital tools, whereas conglomerates’ symbolic reporting highlights systemic failures to
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operationalise technologies like blockchain for accountability. Finally, the micro-level (Chapter 4) uncovers
the persistent consumer attitude-behaviour gap, where sustainability values clash with purchasing pragmatism,
and trust in technologies like blockchain remains disconnected from purchase intent. Collectively, this table
reinforces the framework’s stratified structure, illustrating how tensions at each level—academic trends,
organisational inertia, consumer contradictions—demand integrated solutions to reconcile heritage with
innovation, exclusivity with transparency, and ethical intent with actionable change.

These findings collectively affirm the necessity of a multi-level, paradox-informed framework to navigate
the luxury fashion industry’s evolution amid digital and sustainability imperatives. As illustrated across the
four chapters, tensions between tradition and innovation manifest uniquely at macro, meso, and micro levels:
academic discourse shifts toward sustainability and technology (Chapter 1), SMEs balance heritage with digital
tools (Chapter 2), conglomerates struggle to align symbolic disclosures with actionable tech-enabled metrics
(Chapter 3), and consumers grapple with ethical intentions versus purchasing behaviours (Chapter 4). The
integrated framework, visualized in Figure 1, encapsulates these dynamics, positioning firms, consumers, and
policymakers as interdependent actors mediating paradoxical demands — exclusivity versus transparency,
craftsmanship versus scalability, ethical rhetoric versus economic pragmatism. Technologies like blockchain
and Al emerge as critical mediators, bridging gaps between legacy values and modern accountability. By
grounding this framework in empirical insights — from SME adaptability to Gen Z’s aspirational-consumption
paradox — it offers a systemic model for harmonizing preservation and progress, ensuring that digital

innovation amplifies, rather than undermines, the timeless essence of luxury.
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Figure 1. Multilevel framework for tradition—innovation tensions in the luxury fashion industry

The conceptual framework presented provides a lens to interpret these findings, interweaving the sector's
distinctive tradition with its contemporary challenges.

At its core, the framework emphasises the “paradoxical” interplay between exclusivity, craftsmanship, and
heritage that characterises the luxury fashion industry and innovation, in the form of digitalisation and
sustainability. This tension is vividly illustrated in the Dyloan Bond Factory case study (Chapter 2). Here,
craftsmanship traditions such as hand-stitching coexist with Industry 4.0 technologies such as 3D prototyping
and laser cutting, demonstrating that innovation may not necessarily eclipse tradition but can instead amplify
its relevance. This duality is further contextualised by the integration of Digitainability (Lichtenthaler, 2021),
a theoretical lens that highlights the interdependence between sustainability and digital tools. For example,
while the potential of blockchain to improve traceability and combat greenwashing is well documented (Saberi
et al., 2019), its low use in conglomerates' sustainability strategies (Chapter 3) reveals systemic hesitancy.
Luxury conglomerates often prioritise symbolic disclosures, such as carbon neutrality commitments, thereby
missing opportunities to align operational practices with circular economy claims.

The macro-meso-micro layering of the framework reflects the holistic scope of the dissertation, linking

trends with local realities. At the macro level, regulatory changes such as the European Corporate
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Sustainability Reporting Directive (CSRD) incentivise the standardisation of reporting, reflecting a broader
academic and societal demand for transparency (Chapter 1). However, analyses at the meso-level - from the
agile adaptation of SMEs (Chapter 2) to the symbolic disclosures of conglomerates (Chapter 3) - show
persistent organisational misalignments.

For example, SMEs like Dyloan leverage strategic partnerships and digital literacy to harmonise assets with
innovation, while conglomerates often rely on figurative narratives of sustainability, hindered by rigid legacy
infrastructures and an aversion to disruptive change.

At the micro level, insights into consumers (Chapter 4) further obfuscate the picture. While Generation Z
supports sustainability in theory, purchasing decisions remain tied to affordability and aesthetics, perpetuating
an “attitude-behaviour gap” (Carrington et al., 2014). Blockchain, although acclaimed for transparency,
struggles to bridge this gap, underscoring the need for consumer education and value-driven marketing to turn
ethical intentions into actions.

By framing technology as a responsible growth factor, the framework supports solutions that respect
tradition and amplify sustainability. For SMEs, like Dyloan Bond Factory, this means embracing adaptive
strategies to differentiate themselves, such as merging craftsmanship with additive manufacturing. For
conglomerates, it requires going beyond performative statements to operationalise technologies such as
blockchain and IoT, ensuring that sustainability metrics are verifiable and aligned with standardised
frameworks and directives. Policymakers, meanwhile, need to balance regulatory rigour with supporting SME
compliance, recognising that standardised reporting, as required by CSRD, can only drive change if
accompanied by resources to facilitate their implementation.

Ultimately, the framework highlights the central thesis: the survival of the luxury fashion industry is not
contingent on the choice between heritage and innovation but on their harmonisation. This requires redefining
exclusivity to include ethical transparency, reimagining craftsmanship through collaborative human-machine
workflows and aligning consumer education with the aspirational values of younger generations, such as
Generation Z.

Thereby, the framework serves both as a diagnostic tool - identifying resistance points such as organisational

9y <e

inertia and consumers’ “attitude-behaviour gap” (Carrington et al., 2014) - and as a roadmap, supporting

policies, partnerships and informative initiatives that reconcile tradition with innovation. Thus, the luxury
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fashion industry could position itself not as a remnant of the past, but as a forerunner of a sustainable future in

which timeless craftsmanship and cutting-edge innovation coexist symbiotically.
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Appendix 1

shopping preference?

Factor Variable Measurement items | Adapted from Response format
Personal Behaviour In the last six months, | Fast fashion Single Response
toward which fashion definition (Joy et e Fast fashion (i.e.,
fashion category best al., 2012) low-cost clothing
purchases represents your Luxury definition collections based on
predominant (Wang, 2022) current, high-cost

luxury fashion
trends)

e High street fashion
(neither fast fashion
nor luxury fashion)

e Luxury fashion (i.e.,
expensive and
exclusive products
and brands that are
differentiated from
other offers based on
their exquisite design
and craftmanship,
sensory appeal, and
distinct socio-cultural
narratives.)

e None of the above

In the last six months,
how many fashion
items have you
bought?

(options adapted
from) Gwozdz et
al. (2017)

Single response
* None

+1-4

*5-9

* 10-15

* 1620

» more than 20

How long do you
usually keep a fashion
item before

Gwozdz et al.
(2017)
Original question

Single Response
e Lessthan 6

discarding (disposing) | with answers: months

it? How long do you e Less than a year
usually keep the e 1-2years
following clothing e 34 years
items before e 5 years or more
discarding
(disposing) it?

Please rate by Hennigs et al.

importance the (2012)

following aspects:
Conspicuousness,
Prestige
Self-identity,
Hedonic,
Materialistic
Usability,
Quality,
Uniqueness

Price

1 = Not at all important

7 = Extremely important
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Consumers

Do you follow any

engagement | fashion brand on
with fashion social media? Yes/No
brands (i.e.
social media)
Have you ever made a
purchase based on an
advertisement from Yes/No

fashion brands on
social media?

General
blockchain
technology
understanding

Blockchain
technology will
improve the
transparency in the
fashion supply chain.

Blockchain
technology will
increase the trust the
consumer has toward

a particular fashion
brand.

Blockchain
technology will
increase data
accuracy in terms of
traceability of
materials and
products in the
fashion industry.

Blockchain
technology will
reduce the risk of
buying counterfeit
products in the
fashion industry.

Blockchain
technology will
automate actions and
transactions between
parties.

Garg et al. (2021)

1 (strongly disagree) to 7
(strongly agree)

This can be put before
the purchase intention
scale, and it should not
include the video
explaining blockchain to
get a general
understanding of the
application of blockchain
from respondents.

Purchase
intention

If a fashion brand has
adopted blockchain
technology:

I would like to
purchase fashion
items from that brand.

I would like to repeat
my experience in
purchasing fashion
items from that brand

Balakrishnan and
Dwivedi (2021)

Original
statements:

I would like to
purchase through
digital assistants I
would like to
repeat my
experience in
digital assistants I
will execute my

1 (strongly disagree) to 7
(strongly agree)
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I will execute my next
purchase from that
fashion brand because
it uses blockchain
technology to track its
production process

I am inclined to
purchase fashion
items from that brand

next purchase
through digital
assistants [ am
inclined to
purchase products
through digital
assistants

Shopping
experience
satisfaction

If the fashion brand
you're buying
products from has
adopted blockchain
technology, please
rate to which extent
you agree with the
following statements.

I would be entirely
satisfied with using
blockchain
technology
applications during
my shopping
experience.

The benefits I get
from blockchain
technology
applications in my
shopping experience
would exceed my
expectations.

Blockchain
technology
application usage is
an ideal fashion retail
technology.

Yilmaz, K. and
Temizkan, V.
(2020)

Original statement:
I am entirely
satisfied with
using mobile
shopping
applications.

The benefits | get
from mobile
shopping
applications
exceed my
expectations.

Mobile shopping
application usage
is an ideal retail
technology.

1 (strongly disagree) to 7
(strongly agree)

Please rate by
importance how much
the following aspects
influence your
shopping experience
in terms of fashion:
Channel choice
(physical store, e-
commerce)
Convenience
Entertainment

Social interactions

Ylilehto et al.
(2021)

1 = Not at all important

7 = Extremely important

How important is the
balance of
affordability and style

Sliding scale from
Affordability to Style
(scale from 1 to 10)
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in your decision to
buy fashion products?

What is your
preferred channel for
buying fashion
products?

Single response
1. Physical stores

(department
stores, flagship
stores, retail,
etc.)

2. E-commerce
(online
platforms)

3. Both

In regard to your
channel choice,
please rate by
importance the
following aspects:
Ambience
(Illumination,
Landscaping,
Background music,
Ambient odour,
General hygiene,
Temperature control)
Physical
infrastructure (Open
space, Size of the
mall, Parking space,
Size of the atrium)
Marketing focus
(Promotional
schemes,
Tenant-mix, Mall
facade, Promotional
events)
Cg_r_lyenience
toistrishopper
(Utilities,

Lifts and escalators,
Distance of mall from
home)

Safety and security
(Safety from
accidents,

Safety while
shopping, Security
against acts of terror)

Singh and Sahay
(2011)

This question should be
shown only to those who
answered with physical
stores in the previous
question.

1 = Not at all important

7 = Extremely important

In regard to your
channel choice,
please rate by

Maditinos and
Theodoridis
(2010)

This question should be
shown only to those who
answered with e-
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importance the
following aspects:
Product information
quality;

User interface quality;
Service information
quality;

Purchasing process
convenience;
Security perception;
Product

attractiveness; and
User’s participation.

commerce in the
previous question.

1 = Not at all important

7 = Extremely important

Consumer
attitude
toward
sustainability
practices in
the fashion
industry

The sustainability of
fashion brands is not
a factor in my
decision to buy their
clothing.

Before buying an
item of clothing, I
search for information
about the fashion
brand’s sustainability
policies, practices,
and reputation but

this is not a key factor
in my decision.

Fashion brands’
sustainability policies
have an impact on my
decision to buy their
clothing.

Sustainability is a
marketing gimmick,
and, in my opinion, it
is not truly a part of
the fashion brand’s
strategy.

I prefer to buy
clothing from fashion
brands that have a
sustainable clothing
line.

Mandaric, Hunjet
and Vukovic

(2022)

1 (strongly disagree) to 7
(strongly agree)

Demographics

What is your age?

18-24
25-34
35-44
45-54
55-64
Over 65

Gender

What is your gender?

Female
Male
Prefer not to answer
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Country of In which country do

residence you currently reside?

Employment | What is your Employed

status employment status? Self-employed
Student
Retired

Annual What is the most

income suitable category for

indicating your
annual income before
taxes? (in pounds,
euros, dollars, etc.)
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